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SHARING HOME LAUNDRY EQUIPMENT... one of the actual 
instances revealed in a pictorial feature in this issue — 


“The Appliance Situation in a Typical Community” 
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CAN YOU MEET THE CHALLENGE 
OF POSTWAR COMPETITION ? 


@ The Apex Postwar Profits Plan is 
specially designed to help you as an 
Apex authorized dealer meet the 
challenge of stiff postwar competition. 


Postwar appliance selling isn’t going 
to be a ““gravy-train.”’ It’s going to be 
highly competitive and it’s going to 
take more than mere talk to keep the 
sales-curve pointed upward. It’s going 
to take sound planning, plus a line 
of fine appliances. 


The new Apex washers, ironers and 
cleaners of tomorrow will be the finest 
appliances ever made by Apex. They 
will reflect all of the experience and 
knowledge gained in high precision 
war work. They'll be quieter in oper- 


ation, they'll wear longer and they'll 
require less servicing. They'll repre- 
sent the “Apex” in performance, 
design and dependability. 


But that’s not all. The Apex Postwar 
Profits Plan also provides additional 
advantages, such as simplified selling 
methods, sound advertising and pro- 
motional efforts, controlled distribu- 
tion and profitable price structures. 
In fact, the Apex plan gives you every- 
thing you need to successfully and 
profitably meet the challenge of post- 
war competition. 


If Apex products are not distributed 
in your community, there may be an 
opportunity for dealer or distributor 
outlets . . . Write for details. 


THE APEX 
AUTHORIZED 
DEALER 
ENJOYS 
PROFITABLE 
ADVANTAGES 


PRECISION-MADE 
APPLIANCES 


Apex now works with tolerances 30 
times finer than the human hair. This 
new technique will assure finer 
mechanisms, quieter operation, longer 
wear—and fewer service calls 


OUTSTANDING 
SELLING FEATURES 


New Apex automatic and conventional 
washers, ironers and cleaners will 
possess outstanding sales advantages 


DISTINCTIVE 
STYLING 


Apex appliances have long been 
noted for ultra smart styling and 
dominant floor appeal. 


CONTROLLED 
DISTRIBUTION 


Apex controlled distribution will pro- 
vide dealers with ample territory to 
eliminate competitive price-slashing 
practices. Controlled distribution will 
protect your profits. 


NEW SERVICE 
FACILITIES 


Apex Service Division now has its 
own miniature factory where parts 
are made and appliances repaired on 
moving assembly line—a definite part 
of our postwar planning 


EFFECTIVE 
PROMOTION 


Apex advertising and promotion will 
tell a straight forward story on the 
advantages of Apex products. Will 
emphasize selling features and their 
importance to the user. 


ENLARGED 
PRODUCTION 


Apex plants have been greatly ex- 
panded to build war materiel. These 
increased facilities will permic 
greater-than-ever production of 
peacetime appliances. 


THE APEX ELECTRICAL MANUFACTURING COMPANY - CLEVELAND 
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The Run Around Department 


EFORE me as I write is a bulletin from the War 
Production Board, Office of the Industry Advisory 
Committee, Washington, D. C. headed, “Summary of 

Meeting-Electrical Appliance Repair Shops Industry Ad- 
visory Committee. This bulletin is labelled “This material 
may not be reproduced in whole or in part without author- 
ization from the War Production Board.” 

I will carefully refrain from any quotation, but as there is 
no warning that the matter may not be commented on, I am 
taking the liberty of reporting that such a meeting took place 
on February 28, and my impression of the transaction. 

I mention it because it all builds up the feeling that I have 
had for a year or more about the dealings by various bureaus 
in Washington with the serious situation in appliance service. 

All these various Washington agencies that have their 
say-so about appliance service parts and prices add up to the 
sort of thing that was satirized by Charles Dickens as the 
“Circumlocution Office.” In this classical example of 
bureaucracy the. business of the office was the demonstration 
of how-not-to-do-it, and was perpetuated for the purpose of 
keeping the members of the Tite Barnacle family in their 
jobs. Translated into the American language this would be 
called the run-around-department. 


HERE are endless conversations in Washington on the 

subject of appliance service. Experienced and respon- 
sible industry men at their own trouble and expense are called 
in to consult. There is a great taking of notes: circulation of 
memoranda; recommendations made; referring back for 
further data; reassuring statements that matters are under 
advisement; highest hopes for improvement as soon as prac- 
ticable; and in the meantime, the piling up of appliances in 
service shops awaiting repair. The delays in shipment of 
needed repair parts, following the delays or denials to manu- 
facturers of necessary materials, are minimized by figures 
given out. The manufacturer may ship parts within two 
or three weeks of orders, or reports that he is only a few 
hundred back orders behind, on washing machine agitators, 
for instance, and the overall situation is regarded at official 
quarters as being good. What is overlooked is that the three 
weeks delay in the service of a range or refrigerator or a vital 
washing machine part is not to be weighed in statistics, but 
is a human problem affecting large numbers of families in 
a vital aspect of their living conditions. 


It was to get at this aspect of the service situation affecting 
real people in their homes, and dealers who were striving 
to help this situation, that a reporter for ELECTRICAL MERCH- 
ANDISING made the survey that is pictured in this issue. 

Here in a typical community, we find a bad condition, 
which from all indications will grow worse rather than better. 
On the repair parts situation today dealers are driven, by 
the necessity of their customers, to resort to black markets 
(there is a flourishing one in radio tubes) and to spend long 
hours, time, precious gasoline, and much money shopping 
dealers in other towns and driving long distances to reach 
distributors and factory service branches in the effort to 
obtain parts or material; to work nights, Sundays, and to 
endure a continual harassment, knowing that whatever they 
do they cannot catch up with the needs of their customers. 


EALERS are utterly impatient and rightly so of the 

delay due to requirements of returning identical parts 
before replacement may be had. They are bewildered by the 
multitude of price regulations under which they are expected 
to operate. The extemporized substitutions they are forced 
to make, particularly in radio, means that what should be a 
simple and inexpensive job if parts were available, often 
turns into an expensive and difficult one. They are forced 
to manufacture certain parts, unobtainable from the factories, 
for which they have had no fitting experience so that the 
completed service job is often both costly and not as satis- 
factory as it ought to be. 

The whole matter requires swift decision and immediate 
action from Washington. Competent men in the agencies 
there—men who understand the appliance business and its 
requirements, are hampered by the system of divided author- 
ity, unwarranted delays, red tape and the shuffling of papers. 

This summer will be critical in the appliance service 
problem, and if decisions continue to be deferred, if meetings 
continue to be held without tangible results, the public is 
in for a beating. 
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Mrs. Drake's 
Companion 





is catching 
the 8:16 


a are articles in it Mr. Drake wants to read ... he has 


borrowed it to take to the store. 


Is Mr. Drake a strange fellow? No, just a good business 
man. The Companion is a good business magazine for smart 
retailers. If you don’t believe it, borrow your wife’s Com- 


panion. 


Every issue of the Companion gives honest information to 
millions of intelligent women. It fights for fairness. It tries 
to teach women what to expect, to demand, to insist upon 
whenever they go toa store. Its purpose is to make them better 
buyers of food, drugs, clothing — everything they need as 
wives, as mothers, as women. 

The experienced advice that makes Companion readers 
more alert customers is just as helpful in telling dealers how 


to sell goods to these women. 


Ask your wife how much she relies on the Companion in 
her buying. Tat’s how usable it can be to you in your selling. 


te! NNN 20K OED 







SERVICE ARTICLES FOR 
BUSINESS MEN IN THE MAY COMPANION 






Spring Days, Spring Ways 





A Spring food round-up, planned to entice many a 
woman to go shopping for flavor. Smart, common-sense 
suggestions that will save her points, pennies and time. 
Features like this help to make modern cooking appli- 
ances indispensable for Companion Readers. 





“Hello, Mom, I'm Home” 


The wounded boys are already back, by thousands. You'll 
see them. They'll come into your store to talk, to get your 
advice. They'll look amazingly well — they'll be astonish- 
ingly well. Patricia Lochridge visited the great hospitals 
that are magnificently helping the boys back to health. 
Read her “I saw the Wounded Come Home.” 


COMPANION 


THE CROWELL-COLLIER PUBLISHING COMPANY, PUBLISHERS OF 
WOMAN'S HOME COMPANION, COLLIER’S, THE AMERICAN MAGAZINE 
















FIGHTING CHAMPION OF HONEST BUSINESS 
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Mach is being said today i in the public and trade press 
about Television, the “billion dollar industry” of the 
future. Where will Philco, the industry leader, stand 
when Television is here for you to sell? 


Since 1928, for sixteen years, Philco engineers have 
devoted millions of dollars to research in the field of 
television. More than any other research group, they 
have been responsible for constant improvement in the 
clarity, sharpness and detail of the television picture. 
Their pioneer contributions have helped to bring televi- 
sion to maturity, ready for rapid expansion after the war. 


In this and many other directions, Philco has been 
in the forefront of the developments that make televi- 
sion a bright hope for the future to appliance dealers. 
And when it is ready to sell in your community, you can 
depend on Philco to fulfill the obligations of leadership. 
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FH/ILCO, THE LEADER... AND a 


TELEVISION, 
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PHILCO TELEVISION STATION WPTZ 


Since 1933, Philco has owned and operated 
its own television station in Philadelphia, 
sending out studio programs and sports 
events direct from the scene. It has also re- 
broadcast programs from New York, estab- 
lishing the technique upon which future 
television chains can be built. All this has 
been a rich laboratory of experience through 
which Philco engineers will help to make 
television, some day, a nationwide service. 


PHILCO 


CORPORATION 
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extra measure of GAROD magic 


Though Garod craftsmen possess no supernatural pow- 












ers, their accomplishments are almost magical. The 
tonal quality, the performance, the endurance of our y 
radios are products of their competent design and adroit 


execution. 





The extra measure of Garod magic will be characteristic 


of our future radios. It will be present in Garod sets 





= 


ranging from table models to phonograph combinations 
in AM and FM to television. It will be present in right 
pricing, sales promotion and complete distributor pro- 


tection. Information regarding postwar franchises is now 


ppmereras 





available. 








Back the Future... 
Buy More War Bonds 
Today 





e715] 97.10) (em ee) ite) -7-Wile) \ Maz!) Washington Street, Brooklyn 1, N.Y. 
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We thought you might like 
fo know what we are telling “HER” 


















OVER G MILLION HERS 


IN THE MONTH OF MAY 
ALONE... THROUGH THIS 


NATIONAL ADVERTISING 
tu 


WOMAN'S HOME 
COMPANION 


aud 


PARENTS MAGAZINE 
= 








write FoR YOUR SuPPLY OF 
BLACKSTONE Self- Serucce CHARTS 


BLACKSTONE CORPORATION 
JAMESTOWN, N. Y. 
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Custer’s| Last Stand... 


1876: Major General Custer’'s forces 1944: Today each military unit, regard- 
were isolated fromreinforcements through less of size or location, even the individual 
lack of communications which might have soldier can have instantaneous communica- 


successfully averted disastrous defeat. tion through the miracle of modern radio. 








entinel 


The part played by Sentinel’s radio-electronic equipment in this war, 





cannot be told in detail now—except that Sentinel facilities have gone 
all out for victory. Production for military needs has been enormous. 

From a civilian standpoint this means new equipment has been 
added, new skills and methods developed, all of which will be 
reflected in better, more saleable, more profitable Sentinel products 
for Sentinel dealers. 


SENTINEL RADIO CORPORATION 
2020 RIDGE AVENUE, EVANSTON, ILL. 
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Advertising 


amg & YOU! 
4 the Wise f 


YOURTOWN ie, 
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REMIER’S spring advertising to thirty-five mil- 
: lion readers of the Ladies’ Home Journal, Good 
Housekeeping, and The Saturday Evening Post has 
one primary purpose—to sell YOU to your present 

and prospective customers. 


ELECTRIC es 
5 “The Best 





Naturally we hope these ads will also help to sell a 

lot of Premier Vacuum Cleaners when we are given 

the “green light.” But today the “product” we're 
selling is the service you offer your customers. 


Premier is urging them to keep their present cleaners 
fit for active duty by having them repaired and re- 
conditioned by an expert—YOU! But, even more im- 
portant in the long run, Premier is also encouraging 
your customers to come to you now to discuss their 





... about post-war 













A op cleaners! post-war purchase-planning. As an expert who knows 
Romney the quality, standard of performance and relative 
H 1 ei appliance dealt, io te cempaive ws of dollar-for-dollar worth of any cleaner, you’re the one 
ity RPT are 4s of actu a pfs = cane Ca doae § nis job of . . . 

aah Yue sen for yourself dee war Yous Dow Tein ond whose advice on post-war buying will be respected. 
: z + old cleaner on active ‘duty — os , ‘ +—because he 

ceping yout c ce a good cleaner when he sces * . . . . 
cioning He kaows fr menperiencs e iras made it good. That's why his advice These foresighted customers will, in turn, be helping 
secogmizes ¢ en, rv valua' ble to to you when the time comes once nam a ia a 3 

r ng prove Sa orice ty builing 2 somber you by giving you a pre-view of their electrical 
Today, of course, you can't BEE © Te ace export to Japan and Germany, But appliance needs 

ofc ae hs - = me nee. purc met on ms i os a_i the firse thi "6 Pp 

is to discuss your needs with your ¢ 2a h new Premier cleaners 4 ah t at the , 

Hel cl you frankly et ey be worth sing fs! At the same, se We've suggested to your customers that they 

start to go ar a remier's post-war distribution plans whs a on 

ci ape rh he and ve surely tell you chat highest qu say to you, “Put me down for a post-war 

Ceemiet: ip soe © aa 7 take your dealer's tip Fr, 2 %? 

u you frei 20207, vow sabe Toe Sid CS Premier!” We suggest that you say to them, 


Voy ery Wor Bond you buy brings the post-war ero closer 
v 


“Count on me to keep your present cleaner on 


¥ & E we $ E R the job until it can be replaced.” 


«pig pr OHIO The ad at the left appears in: 





ELECTRIC VACUUM CLEANER co., 


Ladies’ Home Journal .... May Issue 
Good Housekeeping. ..... June Issue 
DIVISION 


ELECTRIC VACUUM CLEANER CO., INC. > CLEVELAND 10, OHIO 








GUARANTEED 
CERTIFIED SERVICE 


For Vacuum Cleaners 
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N” so long ago it seemed politically pop- 
ular to smear bigness in business as 
unserviceable and something to be penal- 


ized. 


Then came the war. Remembering the des- 
perate need we had for weapons with which 
to fight for our country’s life, do you think 


now that any of our businesses were too big? 


Looking beyond war, and to the piled-up 
needs of the world and ourselves for more 
and better things, do you think that any of 
our businesses will be too big for that? 


And seeing, as our destiny, the greatest and 
most prosperous era for our people that this 
earth has ever known if we will but earn it, 
do you think our businesses are, not too big, 
but big enough? 


Bigness is as bigness does, in a business as in 


a nation or ina man. And we must not forget 


HEARST N 


te 
“4 


that in America, most of our big businesses 
are big because our people made them so. 


They bought the goods that offered the 
value; the more they bought the more the 
values grew; they rewarded and made big- 
gest the businesses that gave them most for 
their money in products and service. 


Hearst Newspapers are for bigness, for big- 
ger businesses for everybody, knowing that 
any time a business gets too big to better its 
values, the people soon cut it down to their 
measure by turning to a competitor. 


Hearst Newspapers are for bigness, because 
they are big themselves, and know whereof 
that bigness springs. It springs from doing 
a big and needed job in a big and useful way, 
and if you don’t keep on doing it that way 
you needn’t worry about bigness, but the 
contrary. 
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E'WS PAPERS 





Fora long time now, in more than a dozen 
of the great key cities in America, Hearst 
Newspapers have served the nearly 
5,000,000 families that read them in the big- 
gest way they know how. With this result: 


If it is on-the-minute, accurate news they 
want, they look to Hearst Newspapers first. 


If it is authentic interpretation of events or 
trustworthy editorial counsel they want, they 
look to Hearst Newspapers first. 


If it is features, newspictures, cartoons, col- 
umnists’ comment, society, sports or business 
news they want, they look to Hearst News- 


papers first. 


There is a lesson here which no sensible ad- 
vertiser with an eye on the future will ignore. 


It is simply that in planning marketing pro- 
grams to reach these people, he should look 
to Hearst Newspapers first, as do they. 





Serving the American People—their Freedom, Security and Progress—by providing them trustworthy News, Comment, Counsel, Entertainment, and Advertising. 


ALBANY TIMES-UNION 


Morning and Sunday Morning and Evening 
BALTIMORE AMERICAN CHICAGO HERALD-AMERICAN 
Sunday Evening and Sunday 
BALTIMORE NEWS-POST DETROIT TIMES 
Evening Evening and Sunday 
BOSTON ADVERTISER LOS ANGELES EXAMINER 
Sunday Morning and Sunday 





BOSTON RECORD AND AMERICAN 


LOS ANGELES HERALD-EXPRESS 
Evening 


MILWAUKEE SENTINEL 
Morning and Sunday 


NEW YORK MIRROR 
Morning and Sunday 
OAKLAND POST-ENQUIRER 
Evening 
PITTSBURGH SUN-TELEGRAPH 


SAN FRANCISCO CALL-BULLETIN 
Evening 


SAN FRANCISCO EXAMINER 


Morning and Sunday 


Evening and Sunday 


NEW YORK JOURNAL-AMERICAN 


Evening and Sunday 


SAN ANTONIO LIGHT 


Evening and Sunday 


APRIL, 


SEATTLE POST-INTELLIGENCER 


Morning and Sunday 
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ELECTRICAL MERCHANDISING—APRIL, 


Today at Admiral, practically all 100% 
war production of communications 
equipment goes directly to the war 
fronts, serving as the “‘voice and ears” 
of invasion. We’ve “stepped-up” and 
“re-stepped-up” production schedules 
to meet the needs of our only customer, 
Uncle Sam. New standards of precision 
engineering have been introduced and 
new machinery installed to further the 


cause of Victory. 


TUNE IN 


2:30 P. M., EWT, Sundays for 
Admiral “World News Today” 


Admiral’s expanded production facilities 
will permit in the post-war days to come 
the addition of a line of major household 
appliances that will be revolutionary 
both in quality and price. Plans are 
being completed and we soon will have 
an interesting story to tell to mer- 
chandising minded distributors and 
dealers. If top-flight merchandise and 
profits interest you, you’ll want to get 
aboard with... 


Ree os, oe 


Peacetime Makers of Admiral Radio - America's Smart Set 


3800 CORTLAND STREET - 


World’s Largest Manufacturer of Radio-Phonographs With Automatic Record Changers 


1944 


CHICAGO 47, ILLINOIS 
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Now, more than ever before, what the common man thinks —what he buys — will 
control our collective and individual destinies ... perhaps forever. 

What are the things that move him... what stimulates him to say yes or no... 
act or be still? 

On this page are reproduced two of the time-proven routes to his heart and 
mind. One, the political cartoon as pioneered by Thomas Nast in 1871. It drove the 
vicious Tweed Ring to ruin by marshalling the common man to positive and direct 
action for better government. 

The other, and more current route is the True Story technique, seen at its best 
in the magazine which furnished its name. 

This technique, through its sincerity and believability, marshals — influences 
more “common men,” more Wage Earner families, than does any other technique — 
or any other method. Starting in 1919, its simple credo and common touch has built 
a multi-million audience, fostered the growth of millions more magazine circulation, 
and influenced the pattern of other magazines, radio, and newspapers. 

The True Story technique is at its level best today in True Story itself...informing, 


influencing, rousing Wage Earner families to action for better things. 
Use it. Use its principles and its counterparts. For: | 


THE COMMON MAN WELL INFORMED IS THE GREATEST FORCE IN 


PRODUCING THE AMERICA WE WANT. 


vnenaunmremanoel RUE STORY 


| PAGE 10 APRIL, 























Aaa at aaemtey 














2 Neen ates hee ee re heed he hoc he 
ee er 


ee ee 

















1944—ELECTRICAL MERCHANDISING 





| BOB STANLEY 


and his orchestra in a new 
Be Album of e 


| NOW On Sonora Records 











From Park Avenue to Peanut Row in every 
. | town... yes, right in your own neighborhood, 
Bob Stanley counts his fans by the thousands. 


His Coast-to-Coast broadcasts each week on 
the Mutual Network are a tip-off on his compel- 
ling popularity. Tune him in yourself and you'll 
see why this newly recorded SONORA Album is a 
sales ‘‘natural’’ if there ever was one. 


Bob Stanley’s melodic danceable arrangements 
of America’s best loved waltzes gain full lustre 
U through the bell-like brilliance of these SONORA 
Recordings—an Album that scores with guys, 
gals and the Old Folks at Home. 


eins 


This is but one of the parade of newly tecorded 
Albums in Series E of ‘Melodies That Will Live 
Forever’ now being released by SONORA — 
every one a winner. 


| A MM AA) ee he A bee tnt ot, 
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An impressive national advertising campaign 
in America’s leading magazines is building the 
| kind of demand that will appeal to every dealer. 


Step up your sales volume by getting the com- 
plete list of SONORA Albums from your SONORA 





d Record jobber at once. 

e 

. SONORA RADIO & TELEVISION CORP. 
* 325 N. Hoyne Avenue «+ Chicago 12, Illinois 
i | Eight Romantic Waltzes 

It Song Of Love +» Let Me Call You Sweetheart « Two 
Mm Hearts In Three-Quarter Time + Alice Blue Gown 
, Missouri Waltz « Beautiful Ohio + Shadow Waltz 


Jeannine, I Dream Of Lilac Time 





“tem ae. tate stares ¢ 








Bob Stenley ond his Orchestre 


| SOM Pecans 7 / jy ) 4 
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This curious description of golf appeared in the American press fifty years ago: 
‘No man should attempt to play golf who has not good legs to run with and good 
arms to throw with . .. his servant, who is called a ‘caddy,’ runs after him with all 
the other nine tools in his arms.’ Golf, in those days, was one of many things 
people knew little about. ‘“Wireless”” was hardly more than a plaything. You had 
to shout into telephones. And sound equipment wasn’t even in use! As we mark 


our fiftieth anniversary year, we feel that there has scarcely been a single year in 





which we have not learned something of value to our customers. Because of this ex- 


perience we are proud to say, “There is nothing finer than a Stromberg-Carlson!” 


STROMBERG-CARLSON 


ROCHESTER 3, NEW YORK 


A HALF-CENTURY OF FINE CRAFTSMANSHIP 










“NO MAN SHOULD ATTEMPT TO PLAY GOLF...” 


OUR PLEDGE FOR TOMORROW TO 
STROMBERG -CARLSON DEALERS 


ONE: Soon after this war is won you will 
have a fine line of Stromberg-Carlson radios 
to sell...a line that will win customers and 
retain their good-will . .. a line that will offer 


value and fine performance ina range of prices. 


TWO: The Stromberg-Carlson name in radio 
will be even more widely and more favorably 


known than ever before. 


THREE: The Stromberg-Carlson policy of 
distribution will permit every authorized 
dealer to have a real opportunity for profit 
on the Stromberg-Carlson line. 
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W. USED THIS PICTURE back in the spring of 1941 to 
illustrate a point about electrical appliances that is now 
being emphasized by many industry leaders in their discus- 
sions of post-war merchandise. 


“The real test of any appliance,” we said, “‘lies in success- 
ful performance in its natural element—the home.”’ 
The Bendix Automatic Home Laundry had met this. test 


in more than 300,000 homes before the factory converted 
to war work. 

And we think that is a pretty important fact to remem- 
ber, because it’s a foregone conclusion that the post-war 
demand will be for automatic ‘“‘washers’’— with the Bendix 


principle the only one proved by years of successful service 
outside the laboratory. 


BENDIX HOME APPLIANCES, Inc. 


SOUTH BEND, INDIANA 
The People who Pioneered and Perfected the Automatic “Washer” 
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The Town... 











North end of Broad Street leads into primary business sector of 
Red Bank, a 2.24 square mile community of 10,965 prewar popu- 
lation, now swollen to estimated 15,000. The natural trading 


ocean, scant hour's train ride from New York City. 


Appliance Situation 


center for a population of some 40,000, Red Bank is on south 
shore of regatta-famed North Shrewsbury River, four miles from 
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In a Lypical Community| 


ELECTRICAL MERCHANDISING takes you on a tour of Red Bank, N. J., 


together with the surrounding trading area, and reveals what the short- 


age of appliances and parts means to average customers... A pictorial 
survey of the use and service situation in a typical American community. 











il appliances and replacement parts 


_ tage of usable electric; 
currently critical throughout the natiot [he seriousness of the 


situation is revealed in a recent Bureau of the Census report estimating 
that of some 17,670,000 washing machines in the country, 840,000 appar- 
ently are out of order while another 5,521,000 are not in good working 
order 

This shortage leads to considerable consumer sharing of appliances, 
placing extra load on those still workable. In many cases this shortage 
results in severe hardship. Operating with skeleton crews, their service 


truck coverage in many instances limited by gasoline rationing, dealers— 


the 70 percent still in business—are swamped by appliance: repair calls. 

In many communities, the seriousness of the situation is heightened by 
such factors as a dearth of domestic help, short-handed commercial laun- 
dries forced to refuse new customers, a heavy influx of workers into 
communities where war industries have spread, and vast numbers of 
armed-service wives, often with babies, jamming all available rooms in 
private homes in localities bordering large training centers. 

ELECTRICAL MERCHANDISING selected Red Bank for a pictorial survey 
of the use, sharing and service of appliances in wartime because it is a 
typical American community in which all these factors now are present. 
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The Utility... 





tral Power & Light, Theodore D. Moore moved into managerial 
post in 1928, after 10 years of Jersey Central experience. Long 
actively interested in community affairs, he is past president of 
Red Bank's Chamber of Commerce, currently is a director, 


ABOVE RIGHT The commercial office of Jersey Central Power 
& Light Company's Red Bank branch fronts on Broad St. Com- 
pany's main office is in Asbury Park, ten miles down the coast. 
Of 7,312 residential meters served through this office, 3,306 are 
within Red Bank limits. Of its 1,035 commercial meters, 738 
are in Red Bank. 


RIGHT Repair of these washers long stalled due to ever-slower 
deliveries of vital parts by manufacturer, Louis Despreaux (left) 
and Ralph Van Brunt of Jersey Central's service department 
recheck original requisitions for materials. Order datings reveal 
some washers out of service since mid-January, imposing pro- 
longed hardship on mothers of large families in homes lacking 
suitable laundry facilities. 


The Home... 


i 


a aad 


Three housewives residing in Mechanic St., Red Bank, now share one washer. In No. 45— 
nearest doorway—lives Mrs. Elizabeth Boyd. Her washer is in the Jersey Central repair 


department. In the other half of this double house, in No. 43, lives Mrs. Elaine Carney. 
Her washer now renders the triple service. Next down the line, in No. 41, comes Mrs. 
James Kaney whose washer also is in Jersey Central's repair department. 
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Reported and pictured by 


LANSDELL ANDERSON 








Clothes hampers always bulge, come Monday mornings at No. 45, where Mrs. Boyd washes 
for eight in her family. Washer gurgled dutifully until Mid-January when it suddenly 
quit cold. Fortunately, peak season then over, a local commercial laundry agreed to 
pick up her heavy linen weekly. Smaller stuff went into her kitchen tub where an old 
scrub board temporarily solved the problem until her arms painfully resented the strain. 
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The APPLIANCE SITUATION IN A TYPICAL COMMUNITY 


Clothes-piles this size mushroomed every 
second day, so Mrs. Boyd washed three times 
weekly — until Mrs. Kaney invited her to 


No. 41. In February, when Mrs. Kaney's Mrs. Carney skips breakfast dishes, plugs in 
washer broke down, both women scrubbed washer early, clearing way for Mrs. Kaney, 
at kitchen tubs. shown here. 


(The HOME... Continued) 


Monday again is normal wash day as Mrs. 
Carney, in No. 43, shares her washer with 
both housewives. Mother of three children, 





Mrs. Boyd, having finished other household duties, awaits her turn at the much- 
shared machine now handling the entire wash, except for Mrs. Boyd's sheets, for all 
three families. Not nearly so fortunate, however, is Mrs. Dan Francis of Fair Haven. 
Her aged mother, suffering heart attack same January day washer broke, required 
two or three changes of sheets daily, all laundered by Mrs. Francis in tub by hand, 
in addition to family's normal wash. 





In December, parts were ordered for washer 
owned by Mrs. Lester Perrine, Sea Bright, 
whose apartment only has shallow kitchen 
sink, far too small for week's normal wash. 
Past four months she used tiny scrub board 
every other day. 


4 












Jenny Hallam 


one of family of eight living in Navesink, bears down hard on old- 
style sadiron after nine-hour shift in one of Bendix Radio Division units now operat- 
ing in Red Bank. After ironing her personal effects, Jenny tackles family linen. 
Another sizeable factory in borough is Sigmund Eisner Co., army uniform manufac- 
turers, now running full blast. Factory women and army wives long ago cleaned 
stores of all small electric appliances. 






Lucky indeed is Lester England, Fair Haven. 
Washer agitator broke two months ago but 
he solved wife's weekly laundry problem 
by borrowing duplicate agitator as shown 
above, from machine owned by Mrs. Ethel 
Watkins, a neighbor. (See cover also) 





Electric iron is most commonly-shared appliance. Mrs. Floyd King (left) and Mrs. 
Helen Maloney, school teachers residing in adjoining homes in Riverside Heights, 
have shared the latter's iron for three months while awaiting repair parts for Mrs. 
King's iron. Dearth of new or used electric irons presents stiff problem to vast 
number of army wives currently living in this area. Nearby Ft. Monmouth is country's 
largest Signal Corps training center. 


Typical is experience of Mrs. Louise Poppinga whose refrigerator went dead last Fall, 
then was moved to back porch where cooler than kitchen. This Winter, refrigerator 
door was closed nightly to prevent freezing of food, but left open part of day. 
At noon, when sun streams onto porch, perishables were carried to cellar, then returned 
to box again late afternoon before furnace fired for evening. Holding food stocks 
to minimum, she now shops daily instead of weekly. 
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much- | Women occasionally tote bulky radio sets on bus to town Despreaux, Jersey Central's serviceman, shows heavily- Rubber belts now made for vacuum cleaners are poor 

ior all for repair. After long walk to highway for bus ride, an taped leads to W. H. McCracken, Fair Haven, range quality, soon crack. When cleaner out of order, rugs 

laven. elderly woman lugged 40-pound set upstairs to J. H. Kelly's owner long awating delivery of replacement wiring. Be- present problem to modern housewife who says sweeping 

juired service shop. Exhausted, she wept when told set beyond cause of slow shipments of range wiring on order, the them merely spreads dust elsewhere, leaves heavier dirt 

hand, repair. Set shown here, in only modeled photograph of repairman resorted to friction tape on these dangerously- in rug. This school youngster, although a willing helper, 
this survey, weighs 40 pounds, frayed leads last November. naturally prefers play to beating rug. 











| Mrs. : Store front of Good Housekeeping Shop, Inc., Red Bank, where gross income from Paul M. Joy, owner of Good Housekeeping, now handles sales, is active in repair 

eights, : parts and paid service totalled $1,254 in 1941, doubled in 1942, climbed to $7,625 department, and twice weekly makes parts-buying trips to New York. Working 

r Mrs. last year, will top $12,000 this year, at conservative estimate. Gross sales, $55,006 in several nights a week until midnight, he rarely misses a Sunday at shop. Returning a 

ders 1942, this year may reach $18,000 if baby carriages, games, and many other odd part-for-a-part on factory orders, he says, causes long delay on many repair jobs. 

untry s items move as well as rebuilt home-freeze lockers, ice boxes, milk coolers, and One bright spot, however, is prompt service he receives on motor repairs by Douglas 
several other kindred lines recenty added. Electric Co., Red Bank. (See page /8-19.) 

















Wesley Van Note (right), pioneer refrigerator serviceman, is 68. Herbert Dotter- Freon, rigidly rationed, is used sparingly. Refrigeration seals now are definite 
wich, at lathe, often machines out critical parts Joy is unable to locate on shopping headaches, at times requiring three replacements before test check warrants refrig- 
tours. In foreground, Paul Joy dismantles washer. Scarcest items today, he reports, erator ready for return to service. Shop's repair twosome will fall helplessly behind 
are heat controls, elements and handles for irons, toaster elements, and cords and imperative calls this Summer, Joy predicts, because of shortage of servicemen in 

cks attachment plugs. For needy customers, on occasion, he has built an appliance area. On “must” calls, if caught alone, he locks store door and rides. On survey 
from junked parts of half-dozen others. date, his service book listed 114 unanswered calls. 
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Although shorthanded, even losing the owner, W. D. Bradley, to Signal Corps 
Laboratories for past 18 months, Bradley's Radio Service, Red Bank, maintains 
1942's paid-service volume of $17,000, chiefly through long night hours at repair 





bench by crew of two after day's outside calls are completed. - 





Buck's Radio Service, Red Bank, depends solely on Robert A. Buck who reports 50 
percent more 1|943 repairs than previous year. Gas rationing curtails pleasures, 
he reasons, turning people more than ever to radio for entertainment, boosting the 
demand for many types of tubes currently scarce in legitimate market. 










The APPLIANCE SITUATION IN A TYPICAL COMMUNITY (THE DEALER .. . Continued) 















F. S. Evans, Monmouth Refrigeration Serv- R. B. Allen, Allen Electric Shop, Red Bank, able to employ but one repairman since J. G. Goodall, Red Bank, vacuum cleaner 
ice Co., Long Branch, employing seven pre armed services called his original crew of four, reports dollar-volume of repairs now repairman, renders 48-hour service if parts 
war, now has three outside repairmen. In considerably above 194! level. Factories which a year ago were giving two-to-three on hand. On factory orders, parts delay 
1943, trio handled 5,402 refrigerator calls week repair service, he says, now often take two-to-three months. repairs weeks to months he reported. 





If Bradley, recently returned to private business, feels the radio set is filling suf- 
ficiently important need, he sometimes works (at left) hour to make a small part 
formerly marketed for few cents. Aside from certain tubes, toughest item to get 
today, he finds, is pack of A and B batteries for farm sets. 














Despite absence of two—prewar crew was four—repair men now in armed services, 
J. H. Kelly Co., Red Bank, maintains sizeable radio department, finds repair calls 
currently double year ago, and echoes common tube complaint. His tube stock 
now is nearly exhausted. Adjoining Kelly is Douglas Electric Co., motor-repairs. 
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Kelly's service manager, Everett E. Carlile, left, has 22 years experience. Young Specialty of D. A. Jerolamon of Douglas Electric is rewinding and rebuilding 
Edward Kelly Jr. is 4F in draft. Listed on service call board, 3! outside requests motors. Current pressure of appliance motor repair jobs—chiefly from wholesalers 
remain unanswered, cannot be handled because of gas shortage, until sufficient num- and retailers—taxes the overall capacity of his shop to the limit despite the recent 
ber in confined area warrants truck trip there. addition of two to his crew of six. 








in the well-equipped shop of this motor-maintenance or- In the absence of a utility-sponsored appliance exchange plan, T. D. Moore of Jersey Central asserted second- 
ganization, Jerolamon at times turns out, in hour or so, hand shops like these render the public a great service in the appliance line. Meyer Morrill, owner of Yankee 
parts which, if ordered through usual channels, otherwise Trader, last year turned nearly 40 irons, for example, while Andrew E. Rucil, Rucil's Auction Galleries, cleared 
might delay vital repairs several weeks. score of vacuum cleaners, uncovered locally, plus half-dozen each washers and refrigerators. 


With 19 vacuum cleaners on hand in his shop on the day Customer in Douglas Electric shop calls for repaired mixer Back of counter due to acute help shortage, Mrs. Alles 
of this survey, J. G. Goodall recalled a peak of 43 repair and rebuilt motor for home water system. In addition of Allen Electric delivers repaired toaster to Mrs. J. D. 
jobs in his shop at one time last year during the height to stack of refrigerator motors, also on shelves were Piccolo of Fair Haven. Four clocks returned that day 
of Spring cleaning season. several other mixers, six fans, four cleaners. were sent to factory last August for repair. 
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Appliances at Allen shop for repair, on day 
of this survey, were: 32 cleaners, 41 irons, 


others beyond repair. 


On customer's call, Kelly Jr. checks through pile of 79 repaired sets, mostly small 
models lugged in by customers, in corner of work shop. Several days prior to our 
survey, total here exceeded 100 sets. All types of smaller electric appliances, he 
reports, now are coming in heavy, entirely unsolicited. 

















several washers and full line of smaller appliances in work shop. 
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In addition to 14 washers and 7 refrigerators in Good Housekeeping shop on day Charles Norton (right) and Fred Francis, 
of this survey, tally of appliances on repair benches and in “will call" department, both of Red Bank, call for radio set at 
39 toasters, |7 miscellaneous items, and 1/4 shown here, revealed 39 irons, 14 cleaners, 9 toasters, |! radios, and 17 miscellaneous Buck's shop where 48 radios, 7 appliances 
items. Everymake Vacuum Cleaner Store reported 14 cleaners on hand same day. are counted on survey date. 





| With 134 sets on section of shelving indicated they still are to be fixed and 33 in 
: another bank marked “ready for call", total at Bradley's Radio on survey date is 167. 
Tops on hand at one time, not long ago, was 307. It is not uncommon to find 





The APPLIANCE SITUATION IN A TYPICAL COMMUNITY (The SERVICE LOAD . . . Continued) 












ee are 
Pe 


Formerly Kelly Co.'s display room for television, this space now is used for storage 
of larger sets brought in by truck for repair. Total here on date of survey is 21, 
about average. Although 1943 paid-repair charges were not carried separately on 
books, Kelly Sr. estimated total exceeded $5,000. 





In this service shop the “one-radio" family rates the right of way over all homes in 
which another set still is in working order, Bradley informs Ethel Clausen, adding that 
tubes for battery sets are sold only to farmers. Regardless of persuasion, Bradley 
invariably stands pat on both rules. 
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Cost of 


RMearia 
Childs 


ROBABLY never in_ history, 
Ps: the Metropolitan Life In- 

surance Company came along, 
has anybody ever taken pencil and 
paper and figured out what it costs to 
have and bring up a child. 

Yet this factor is of greatest in- 
terest to sellers of major appliances, 
since family purchasing power con- 
sists only of what is left after the 
basic expenses are deducted. 

If the unknown X is larger than be- 
lieved, it may mean that Mr. Dealer 
is not going to get his money, and 
would have been wiser never to have 
made the sale. In short, contracts for 
major appliances are only smartly 
drawn up when the dealer takes the 





THE COST OF BRINGING UP A CHILD 
FROM BIRTH TO 18 


1. Cost of being born...... $300.00 
DN Hiteehbiaieks 0 «ee 2,271 .88 
3. Clothing and shelter.... 3,357.33 
Clothing ........ $709.53 
Simla 5 FS 9 2,647.80 
O, Ge. onc ccitenéss oe 82.50 
5. Medical care .......... 296.84 
6. Transportation 
and recreation ...... 1,126.80 
iP cov ceectechawns 326.52 
ME thi ctaweckoldowa $7,761 .87 





family income, deducts basic expenses, 
and determines whether or not the re- 
maining amount is enough to cover the 
monthly charges on the purchase. 


Metropolitan's Statistics 


Metropolitan Life Insurance Co. 
took a family of from 3 to 6 persons 
with an income of $2,500 a year. It 
found that such a family spends $680 
a year, on an average for food, based 
on the price levels of 1935 and 1936. 
It was found, for statistical purposes, 
the diet of an average adult male, 
reckoned from both amount of food 
consumed and cost, could be consid- 
ered as a unit. Food consumption for 
the rest of the family could be meas- 
ured against this. 

A grown man in a family spending 
$680 a year, it was found, will eat 
$171.72 worth of food per year. It 






ELECTRICAL MERCHANDISING—APRIL, 


er 
















































































cost $82.43 to feed a baby for its first 
year. At the age of 6, both boys and 
girls consumed $99.60 worth of food 
annually. Beyond 6 it cost more to 
feed the more active and faster grow- 
ing boy. At 17, a boy will eat more 
than his old man, lapping up about 
$175.15 worth of food compared to 
$154.55 worth of food for the girl. 
From birth until he is 18 a boy will 
eat about $2,362.88 worth of grub, 
a girl $2,180.87 worth. 

Clothing for the same income family 
may be estimated from data released 
by the U. S. Bureau of Labor statis- 
tics. Based on 1935-36 prices, it shows 
that the clothing budget for the baby 
is about $14.00 a year for his first 
two years of life. At the age of 6 for 
a boy his clothing bill is around $35.00 
a year and rises to $45.00 before he 
is through with the elementary 
schools. From 15 to 18 a boy’s cloth- 
ing bill is about $64.00 a year. 

This runs the same for girls up to 
the age of 12. Beyond 12 it is ap- 
proximately $10.00 a year more than 
for boys. From birth to 18 a family 
will spend $672 on a boy and about 
$747 on a girl. 

The cost of providing shelter for 
a child, though not an individual prop- 
osition, can be also figured. About 
1935-36 the $2,500 a year family paid 
about $32.50 a month rent, or $390 
a year. Dividing this equally among 
the five members of the family each 
child may be charged with an annual 
rental of $78, which in 18 years tots 
up to $1,404. Fuel, light, refrigera- 
tion, telephone and related expenses 
can be charged against each child in 
the amount of $49 a year or $882 for 
18 years. Such a family will spend 
about $78 a year on furniture, a charge 
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against each child of $15.60 a year 
or $281 up to 18. If you want to 
ring in on the youngster the original 
cost .of equipping the home, it has 


been found that a family starting 
housekeeping invests about $50 in 
housewares. This is $81 for 18 years. 


In all, the total expense for shelter- 
ing a child up to the age of 18 is 
$2,648. 

Since the presence of a youngster 
takes a bite out of the family income, 
we might as well go the whole hog 
and set down everything. Medical 
care for the average child in families 
of $2,500 annual income runs about 





Of interest to dealers, 
since this determines 
family income remain- 
ing for possible pur- 
chases of appliances. 





$300 for 18 years. Recreation totals 
up to 1,100. Sundries come out to 
$327 per child for 18 years. 


Average Cost $7,762 


The amount of money laid on the 
line by this kind of a family is $643 
for a child up to 1 year of age. A 
family will spend $2,454 on a young- 
ster up to the age of 6, $4,083 up to 
the age of 10, $6,308 up to the age of 
15, and it costs $7,762 to get a child 
up to 18 years of age. 

Now then if we are going to be 
picayunish as our president says, there 
is another item of cost that must be 
taken into consideration. Since out 
of every 100,000 children born, 6,213 
die before reaching their 18th birth- 
day, this represents a loss to the fam- 
ily. This loss is similar to that of a 
manufacturer who must charge 
against the goods he sells with the loss 
of goods through spoilage. A family 
whose baby dies at the age of 1 year 
suffers not only a $643 investment 
loss but $32 additional loss which 
must be charged against the other 
children. Taking into consideration 
everything, it means that it costs you 
$675 to raise a baby to a year of age, 
$2,705 to 6 years of age, $4,700 to 10 
years, $7,723 to 15 years, and $9,862 
to 18 years of age. 











WHAT IT COSTS TO FEED A YOUNGSTER 
From Birth to Age 18 in a Family of 3 
to 6 Persons with $2,500 Annual Income 

MALES FEMALES 

Adult Male Adult Male 
Age Units Consumed* Cost Units Consumed*® Cost 
Bcc ceddo dee ee ceeages 0.48 $82.43 0.48 $82.43 
Dénteedeseeeednceses .48 82.43 48 82.43 
Bi ctceeeesbder rence ee’ .51 87.58 .51 87.58 
Dirviwreseheen weakens 51 87.58 -51 87.58 
Grancedesdevenvesa nee .58 99 .60 .58 99.60 
Di erecnke rte aeke cd bes .58 99.60 .58 99.60 
Desc ac oedbabessecvous .58 99.60 .58 99.60 
Tavs tinacamudsens ove -76 130.51 .58 99.60 
G dvcthaneenewaakes ee .76 130.51 -76 130.51 
cians sted ne begs eae .84 144.24 .76 130.51 
Mtievbuctaeceenanes@ .84 144.24 -76 130.51 
Re eer ee -90 154.55 .84 144.24 
ee -90 154.55 .84 144.24 
Se ee eee 1.00 171.72 .84 144.24 
ee 1.00 171.72 -90 154.55 
_ Serr or 1.00 171.72 -90 154.55 
PNG a 4s 8s eo eee aeuseee 1.02 175.15 -90 154.55 
ican s nee e Coccenee 1.02 175.15 -90 154.55 
SES e es | 13.75 $2,362.88 12.70 $2,180.87 
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I\ 1906, while with the Washington 


Water Power ( Spokane, I de 


veloped the pound thermostat ap 
plying it at first to the automatic 
control of the automatic flatiron, a new 
and nove vice which was then just 

ming on the market and which was 
listributed trange as it may seen 

. : 

the pub ug 1 vest by 
the new Lh wees 
premiut 


eless e it p e and 
I V \ pul Ou 1 de- 
were of different 

apacities consisting of insulated metal 
ells having a wood exterior with tops 
at were clamped down. They were 
1ipped with aluminum dishes in sets 
two and three made to conform to 
the circle of the wel Heat was sup- 
ec 1 1k lone by hot cir 





L. G. COPEMAN 


got an idea from the fireless cooker 
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‘ular soapstones on which the vessels, 
containing the food, was placed. They 
did a successful job and, as stated 
ibove, became very popular. 

The inconvenience of heating these 
stones and placing them in these cook- 
rs prompted me to substitute the hot 
soapstones with electric heaters to 
which I applied my automatic thermo- 
stat control, this was a considerable 
improvement as it maintained a uni- 
form heat throughout the cooking 
yperation 

Later I further applied the clock 
which would turn on the heat at any 
predetermined time and the thermo- 
stat control would turn it off when the 
lesired temperature was reached. The 
ooking was finished by the residual 
held in the insulated cooker. 
The “Silent Servant,” my first range, 


heat 


was a wooden case into which were 
fitted and built aluminum ovens and 
for baking there were smaller compart 
ments using the fireless cooker princi 
ple. Outlets were provided on top of 
the range into which could be plugged 
hot plates for cooking also. All cir- 
cuits being automatically controlled by 
either the clock or the thermostatic 
perated switch or both. 

At this period I used the Simplex 
Co.’s hot plates, but soon after de- 
veloped the porcelain open type burner 
which was used for many years and 
still is in many types of hot plates 
today. 


Early Financing 


My first stoves were sold through 
e Grote-Rankin Co. of Spokane, a 
rge furniture house. A Mr. Sells 
of this department and 
vecame financially interested in 

y efforts, however, the original 
money invested in this development 
was secured by Mr. Charles A. Walker, 
who at the time was operating a drug 
store at Coeur d’Alene, Idaho. I as- 
signed a half interest in my patent to 
Mr. Walker and he contributed a total 
of $1,750 to this work, later on when 
we needed more money Mr. Walker 
ind I each assigned a sixth of our in- 
terest to Mr. Sells of the Grote-Rankin 
Co. for $1,000. This money was used 
to build the first “Silent Servant.” It 


Vas manager 


later } 


The tlitlorg of the Flecteie 


Start of the Copeman Range 


A Talk with L. C. Copeman 








You could mistake a 1912 model Copeman electric range for a refrigerator. 
Note that the idea of placing plants on top of ranges was in vogue then. 


is still in existence and has been on dis- 
play in the big department stores 
all over the country by the Westing- 
house Co. who now own it and prize 
it highly as a relic of the early cooking 
era. 

I later bought out both Mr. Walker’s 
and Mr. Sells’ interest, paying them 
$5,000 each. 

A sales representative of the Fort 
Smith Refrigerator Works of Fort 
Smith, Ark., saw one of these ranges 
at Grote-Rankins, became interested, 
and as a result arrangements were 
made with this concern to manufacture 
these ranges on an exclusive royalty 
basis. 

I spent two years, 1910 and 1911, at 
this company’s plant at Fort Smith 
further developing and improving this 
product. However, it soon became ap- 
parent that more finances were needed 
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to successfully promote this merchan- 
dise than was available at this plant 
and I then returned to my home town 
at Flint, Mich., to promote a company 
with larger resources. 

As a result the Copeman Electric 
Stove Co. was formed in Flint in 1912 
and the stock sold largely to prominent 
men interested in the automobile in- 
dustry. J. D. Dort was our president 
and our stock-holders were represented 
by such men as W. C. Durant, W. 
P. Chrysler, Chas. W. Nash, A. G. 
Bishop, Leopold and Loeb of Chicago 
fame, and many others who later be- 
came well known executives in the 
automotive field. 

Mr. Abbott, president of the Fort 
Smith Refrigerator Works, came to 
Flint also to take charge of manufac- 
turing but he remained in this capacity 
but a short time. 
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The “Silent Servant” or the Auto- 
matic Fireless Cooker was made of 
wood as originally designed but in 1913 
and 1914 I developed the metal range 
which was the forerunner of the pres- 
ent type. 

While we had ample funds for ex- 
tensive advertising and high class sales 
organization the sale of electric ranges 
during that time was very limited for 
several reasons, primarily there were 


very few companies in the country 
offering rates conducive to electric 
cooking and these were largely in 
the western area, particularly the Pa- 
cific coast. 

The struggle was tough and we 
spent a great deal of money and sales 
effort of one kind or another but 
volume was slow in developing. How- 
ever, progress continued at a slow but 
steady rate. 


Westinghouse Buys Copeman 

In 1916 the Westinghouse Co. be- 
came preferred jobbers of our product, 
exclusively handling our output. Ow- 
ing to their large and very efficient 
sales organization throughout the 
country sales immediately increased 
and a few months later théy purchased 
outright all stock of the Copeman Elec- 
tric Stove Co. However, I retained 
my royalties which owing to later de- 


Second In a Series 


By TOM F. BLACKBURN 


velopments and improvements in the 
patent field paid me a handsome income 
until the spring of 1934. Altogether 
the royalties on these patents paid 
slightly in excess of $500,000. The 
patents expired on the above date 

Just prior to the purchase of our 
company by Westinghouse I developed 
the turnover toaster which also had 
a remarkable field and paid handsome 
dividends. 


Westinghouse... The Pioneer Period 


An Interview with Frank Thornton 


OT generally realized is the fact 

that the gas well which George 
Westinghouse had in-the backyard of 
his Pennsylvania home was one of the 
forces which brought about the de- 
velopment of the modern electric power 
system. 

It appeared that Mr. Westing- 
house’s gas well had such low pressure 
that the gas would not flow freely 
through pipes for any distance. Being 
an inventor, Mr. Westinghouse decided 
to install a pump to build up the pres- 
sure so the gas would flow rapidly 
through the pipe and at the other end 


(BEFORE COPEMAN) WEST- 
INGHOUSE RANGES 


"B.C." 


These three photographs record Westing- 
house progress in range evolution in 1909. 
The first photograph supplied by Frank 
Thornton Jr. is dated May 26, 1909. The 
wiring on this model seem to have been 
carried out by means of plugs and jacks 
somewhat like the old telephone exchange. 
By December 31, 1909, more progress had 
been made. Pictures 2 and 3 show the same 
kind of range but with switches mounted 
across the front of the platform to control 
the surface units and switches on the side 
of the oven to control the oven unit. This 
effort took place prior to the program of 
development on a heat storage type of 
cooking equipment, Mr. Thornton relates. 
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he installed a reducing valve to step 
the pressure down to a safe level for 
use in lights and cook stoves. 

Westinghouse was a genius whose 
ability flowed in many directions and 
when the generation of electricity was 
started, he saw that his gas distribution 
system was a natural method for dis- 
tributing electricity, generate alternat- 
ing current, stepping up the voltage, 
sending small amounts of current over 
long distances at high voltage with 
low loss, then stepping down the volt- 
age for use. 

The slowness of the development of 


electric cooking may be charged to the 
fact that many electric utilities had gas 
for sale anyway, and many of them 
had wire systems that would not stand 
much more load than lighting called 
for. In 1914 Westinghouse put a 
sample electric range in the N.E.L.A. 
exhibit at Atlantic City. Utility men 
said they couldn’t stand a draw of 
more than 5 or 6 amperes in the home. 
The ideal type, it was said, would be 
some type of range that stayed hot all 
the time and made no excessive de- 
mands on the utility’s power system at 
mealtimes. 


Storage Type Range 

As a consequence, Westinghouse 
started to work on a storage type of 
electric range.. In fact, the firm spent 
$78,000 on its development. The idea 
was to put the heat into the range at a 
constant rate satisfactory to the utility. 
The housewife was to take it out as 
needed. This was thought necessary 
at that time as most houses had No. 10 
gage wire running into them and 
burned only a few incandescant lamps. 
Something was needed to use power 
when the lights were not turned on. 

(Please turn to next page) 
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The thitloug of the Plectuc 


The 24-hr. load of 5 amps. was about 
all that could be stood and most utili- 
ties around 1914 didn’t envisage jump- 
ing their investment in plants. In fact, 
many of them fed a block from a 2-kw. 
transiormer. 


The Insulation Problem 


The first Westinghouse range was 
actually a gas stove made over and 
using 3 to 4 kw. Now the problem of 


the engineers was this: If you were 


going to provide for a continuous heat, 
you had to allow for radiation loss. 
It is harder to insulate against heat 
loss than for electricity. There is no 
insulation you can put around a hot 
body that will keep the heat in. For 
heat flows through everything, even 
radiates across a vacuum. Insulation 


slow it down. In fact, it 
was discovered that beyond a certain 
point insulation efficient. 
The Westinghouse range experimenter 
tried many methods of storing heat. 
Salt was used, rock, and finally it was 


would only 


grew less 


discovered that a chunk of cast-iron 
held heat best. It rested in an insulated 
box which had lids over the four holes. 
By pushing a lever, a piece of hot 
iron came up to the surface and a fry- 
ing pan could be set on it. The iron 
was around 700 to 900 deg. in temper- 
ature so the cooking drop was not too 
much, 

Pieces of insulation were dropped 
in the holes to vary the heat coming 
out but it wasn’t satisfactory. It was 
found that a heat storage type of range 
took 50 percent more energy than 
direct electric cooking. Nor did the 
public cotton to the idea of a range 
containing a red hot chunk of iron. 
During the experimental period a home 
economist was hired to cook meals 
over the new stove, but it was always 
noted that she preferred to go home 
and cook her own meals on a different 
type of stove. 

From an economic standpoint it was 
found better to take electricity from 
the line and throw it into food in the 






form of heat as needed than to store 
it up and have a continuous loss that 
had to be provided for in some way. 

Lloyd Copeman had had the idea of 
an electric fireless cooker. He put a 
clock on a thermostat switch and thus 
got away from the straight fireless 
cooker idea. His first range was built 
of wood, and he got a patent on his 
principle. Westinghouse, in giving up 
the storage heat idea, made a deal with 
Copeman, buying the firm in 1917. 
The Lapeer Stove Co. had been mak- 
ing a metal stove frame for him, and 
he had been installing the electric 
equipment. 


Installation Cost Barrier 


After the sale of electric ranges was 
started, new troubles were met. Cost 
of installation stood in the way of the 
man with an average income. Early 
contractors wrote specifications for 
wiring that were far too expensive. 
There were local wiring restrictions 
encountered. As a result, it was the 
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more or less pioneer communities that 
first adopted electric cookery. Fort 
Collins, Colo., Spokane and Seattle, 
Wash., and Minidoka Irrigation 
project in Idaho were among the first 
to take on ranges. The Schenley 
Apartments, Pittsburgh, were equipped 
with electric ranges in 1922 by the 
Standard Electric Stove Co. of Toledo. 

Sales of ranges were 5,219 in 1917, 
and 4,500 in 1918. Early day work- 
men made ranges by bending metal. 
It was not until between 1925 and 1926 
that the electric range volume of 
Westinghouse got large enough to 
justify a real tool-up job. With single 
dies costing as much as $5,000, and 
single presses calling for investments 
of as high as $25,000, the quantity 
market had to be ahead to justify a 
large investment for it. So as the 
volume of sales increased, it became 
possible for Westinghouse to give the 
public more for the money at present 
costs than they ever had in the pioneer- 
ing days. 


Westinghouse... The Modern Period 


From a Talk With A. Barnsteiner 


Reena records show that the cart 
was put before the horse in the 
electrical cooking field. In fact, Geo. 
B. Simpson, on Sept. 20, 1859 took out 
U.S. patent 25,532 which describes in 
principle an electric heating element 
which is to extent used 
today. The trouble was he didn’t have 
any heating element that would stand 
up. 

Over in Europe in places like Swit- 
zerland which had plenty of water 
power to turn dynamos, a lot of the 
early use of electricity for heating 


some even 


began. They had teakettles, water 
cookers, hotplates, single, double and 
even tripple ovens. The heating ele- 
ments employed in those devices were 
insulated with mica or buried in clay 
to prevent rapid oxidation. They were 
slow, but worked. 


“Electrified Ice-Box" 


The first Westinghouse range could 
almost be called an electrified ice box. 
It was wooden. However, this first 
Westinghouse range was completely 
automatic, and had both time and 


temperature controls. Current was 
turned on at a predetermined time and 
turned off at a predetermined tempera- 
ture. 

Oldtimers called it a “Dutch oven.” 
It cooked on contained heat. The in- 


* sulated oven piled up heat which first 


seared the meat and then cooked it. 
Ceramic type hotplate in the oven did 
the trick. Most ranges were made of 
cast iron and followed stove tradition. 
A salesman felt that nobody would 
buy it unless it had a lot of “heft” to it. 

Nevertheless, the early Westing- 


house men were rather courageous to 
take a chance on porcelain enameling 
the oven. You have no idea of how 
many folks gravely wagged their heads 
at this and said that the chips would 
shower off through heat shock and 
would get in the food and kill some 
of the good customers. Early ranges 
were finished in black japan, with 
porcelain enamel outer panels. 

So when an all-porcelain enamel 
range was unveiled for the public in 
the year 1923, it was a milestone. 
Nevertheless, these porcelain enamel 
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WESTINGHOUSE RANGE FAMILY TREE 


























This was the first range sold by West- 
inghouse. 
pany in 1914—a firm purchased later by 
Westinghouse—this wooden range was 
automatic, both as to time and tempera- 
ture. 


This electric range was one of the first 
made of pressed steel. 
Westinghouse, it was insulated and rep- 
resented a great step in assuring fire- 
proof operation. 
wooden models, it had the necessary 
wiring and controls to enable a house- 
wife to use the surface cooking units and 
the oven at the same time. 


EXTREME LEFT 


Built by the Copeman Com- 


LEFT 


Built in 1920 by 


Also unlike the earlier 
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and electric range. 





In 1922 Westinghouse built this combination gas 
Equipped with two ovens and 
made of cast iron, it was available in right or left 
hand oven models, depending on whether kitchen 
windows were on the left or right side. 
windows were to the left of the place for a stove, 
the housewife would order a range with a right 
hand oven that would not block off the light. 


lf the 


In this console type range built by Westinghouse 
in 1925 some of the cast iron parts of earlier 
models were replaced with pressed steel to pro- 
vide a lighter, less expensive range. 
this model the only parts that remained cast iron 
were the range frame and the oven door frame. 
Another feature of this model was that it was 
available in white, gray, blue, buff or green colors. 


War Il. 


In fact, in 


well cooker. 


This range, built by. Westinghouse in 1942, was 
the last turned out by the company before World 


Containing more cooking capacity than 
any other model ever built by Westinghouse, it 
was equipped with fluorescent cowl lighting, pilot 
lights for each surface cooking unit and a deep 
Cabinet styling was a development 
that dates as far back as 1926 with Westinghouse. 



































panels were coyly slapped on over cast 
iron and sheet metal. 

There was cast iron on the oven 
door. Salesmen wanted a door to 
“clang,” when it was closed, Mr. Barn- 
steiner said. One of the early sales 
angles was to have an oven door so 
heavy that a man could pump on it and 
prove it was good and solid. The fact 
that this extremely rugged door design 
never encountered such severe treat- 
ment in the home did not seem to occur 
to these pioneers. 


Color Comes In 


In color, earlier ranges were always 
black and white. Henry Ford, who 
told his early automobile builders, 
“Paint it any color you want, just so 
it is black,” apparently had discipled 
the pioneer range field. 

When Westinghouse started going 
after apartment house business in 1926, 
the policy on color was loosened and 
by 1927 Westinghouse ranges blos- 
somed out like rainbows. Even reds 
were made. The discovery that women, 
were spending 80 to 95 percent of the 
family income brought about catalogs 
that thrilled rapturously about “the 
new note of color in the kitchen” and 
green, buff, blue and gray were to be 
had to suit milady’s table decorations. 

Legs on ranges started disappearing 

1926. Westinghouse that year 
brought out cabinet models. 
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As late as 1929, Westinghouse range 
thermostats had numbers on the dial. 
They didn’t dare in those days to put 
down exact temperatures. For it was 
a job to figure out just how to cali- 
brate a thermostat so that it would 
deliver degrees Fahrenheit. More than 
any merchant will ever realize was 
the terrific battle that took place to 
lick the thermostat. Too thin metal 
will take a “set” and will tire out. The 
result is you don’t get temperature you 
set the thermostat for. The bimetal 
will not curl into the position intended. 
The difficulty was finally licked by 
bending a piece of bimetal in a prede- 
termined position and then it was pre- 
aged by cooking in a bath of molten 
salt while being held in this position. 
In a sense this is like annealing or 
tempering and when the atoms were 
set in this position they would return 
to it when that temperature was hit 
upon. 


Stepping Up the Speed 


The year 1929 saw the beginning of 
the age of speed in ranges. Up to that 
date women said to their friends, “An 
electric range is all right, but my, it 
is so low.” With an input of a wattage 
of 2,250 there arrived a time when if 
not handled properly it would melt the 

_ bottom of utensils. Light-weight high- 
speed closed units were on the market 
by 1931 and gave housewives all the 
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cooking speed they wanted. Oddly 
enough, after women had all the desir- 
able speed they could manage in the 
electric range, they lost interest. 
Eventually ranges were cut back to 
2,000 watts, and today average 2,200. 

The Dutch oven principle was ex- 
clusive with Westinghouse. It would 
raise heat to a certain point and then 
coast downhill as in a fireless cooker. 
Other manufacturers used “maintained 
temperatures.” Obviously the range 
field was going to have to standardize 
and in 1932 Westinghouse put a dual 
control on their oven which gave you 
a choice of systems. Today Westing- 
house ranges have swung over to 
maintained temperatures. 

It takes time for an industry to 
shake off its traditions, but by 1931 
the electric range had ceased being a 
stove with a lot of cast iron about it. 
It was being made of sheet metal by 
this date. By 1932 sales managers 
were wondering why an electric range 
should have to look like a stove, and 
a new conception of styling was com- 
ing in. The range began to take on the 
appearance of a piece of furniture. 

Also the gadget era began with 
1930. Chrome plating looked pretty 
on automobiles and so it came into the 
range field in 1932. A bright sales 
manager had an idea that a cigarette 
lighter would add to woman appeal, 
and believe it or not, one was stuck 


on the Westinghouse range in 1936. 
Mirrors, towel racks, condiment sets 
appeared on the scene as methods of 
appealing to the public. 


One-Piece Bodies 


The appearance of low carbon steel 
made possible one-piece bodies in 1937. 
The danger lay in the fact that if you 
chipped the one-piece body the whole 
thing was ruined, whereas. with 
separate enamel panels you could re- 
place them. Porcelain enamel people 
really licked the business of enamel 
about this time. It came about through 
a continuous conveyor type furnace 
which heated the range shell slowly 
and cooled it down slowly. Before 
this type range bodies had been 
pushed quickly into the furnace and 
moved quickly which often led to dis- 
tortion of the metal. In shipping, 
however, the one-piece body elimi- 
nated a lot of chipping. One of the 
early demonstrations was to select the 
old panel body and let the customer 
listen to an attached microphone. He 
could hear it grind ferociously when 
the range was pushed about. 

It was a long road with many turn. 
ings that Westinghouse engineers 
traveled but they are glad they did— 
had development been too smooth they 
never would sure of 
today’s perfect models as they are. 

(Please turn to next page) 
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A named Mitchell, president 
of a utility in Raleig N. ( 


wanted an all-porcelain electric range. 

The boys at Hotpoint didn’t tell 
him that this sort of thing was not 
I made in 1922. Instead they 
a high enough price intended 
lo their 
them an order, and 
to produce an all- 


} 
range Che 


yeing 
quoted 
to discourage Mr. Mitchell 
surprise, he 
it was up to then 


gave 
porcelain rat trouble lay in 
the fact that the japanning black sheet 


metal which was used in range build- 


ing at that time was not suitable for 
porcelain enameling There were a 
lot of stresses and strains in the metal 


which caused the porcelain enamel to 
shatter off. Many thought it was the 


heat of the range that caused this 
trouble 

But with an order in their pockets, 
the boys at Hotpoint had to get busy 
and find out how to make porcelain 
enamel stick. They succeeded because 


they learned how to iron out the atoms 
and get rid of the stresses in the metal 
before applying the vitreous enamel 
When they had licked this 
order, they found they had turned an 


other milestone in range history 


specia 


The Calrod Unit 


When the new tubular Calrod heat 
ing unit appeared at Edison General 


Electric Appliance Co. in 1926, an- 
other corner was turned Anything 
red hot, as you know, tends to oxidize 
or burn up By placing the heating 
element inside a tube and imbedding it 
in magnesium oxide, a definite step 
toward greatly lengthening the life of 
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The RS67 range was the first Hotpoint model 
using the automatic oven. It employed a 
thermostat to cut the oven on and off auto- 
matically. About the same time the oven 
timer came out to control the operations 
of the oven 
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But the 1926 Cal- 
rod was not nearly the product that 
t is today. The heating element was 
»f a tubular steel sheath. 
Che steel sheath oxidized and it took 
1 lot of work in the laboratories to 
learn how to dip the sheathed units in 
uluminum bath—‘“Calorizing” it was 
called—so it would not oxidize. 
Then again the magnesium oxide 
which was packed around the heating 
element in the sheath varied in quality. 
Things would come up which nearly 
lt It was dis- 


the unit was taken. 


placed inside ¢ 


rove the engineers nuts. 
covered that these variations in qual- 
ity were due to impurities which cut 
lown the electrical insulating value of 
oxide. For example, 
that running the 
under a magnet 
would get out the iron dust which was 
me of the trouble-makers. Heat treat- 
ing drove off other impurities. The 

ugnesium oxide as it occurred in the 
native stated (called magnesia) is far 
suitable product for today’s 
Calrod unit. 


the magnesium 
it was discovered 


magnesium oxide 


1rom 1 

It doesn’t sound like much but the 
done to produce a sheath or tube 
Inconel, an alloy with the same heat 
properties as electrical re- 
wire—nickel, chromium and 
teel—made another step forward. It 
was a great improvement on Caloriz- 
ing and permitted the use of higher 
wattages, and speeded the heating up 
of the units and the cooking. But In- 
conel had a slight scaling effect. After 
working around the formula was 
slightly changed with the result that 
scaling stopped 


work 


resisting 


stance 











C. P. Randolph, the late chief engineer of the Edison General Electric Appliance 
Co., points out the features of a new Calrod unit to George A. Hughes, the then 
president of the company. 


Glass Sealing the Unit 


Glass sealing of the Calrod unit was 
a big step forward. Due to spillage 
by the cooks, moisture and grease 
eventually gets in the end of the Cal- 
rod, and sets up an electric path be- 
tween the hot wire and the sheath. As 
a result it is burned through. The 
early Calrods didn’t have the ends 
sealed. The ends were swaged tightly, 
but the compacted magnesia was ex- 
posed. 

A study of defective Calrod units 
indicated that grease had worked into 


HOTPOINT RANGE DEVELOPMENTS 


The Hotpoint RS77 range (about 1929) was 
the first model using the “hi-speed” Calrod 
unit. At this time, only one unit per range 
was incorporated. A year or so later, full 
surface unit equipment was of the hi-speed 
Calrod type, a very important point in Hot- 
point history. 





the ends and they had burned out. As 
a result of early experimentation, it 
was discovered that the way to fix this 
was to take powdered glass, drill out 
the magnesium oxide in the end of the 
Calrod unit, put in powdered glass and 
heat the ends until the glass was 
melted. Lava insulating bushings 
shoved down on this melted glass 
assured a good tight fit and eliminated 
the trouble from burnouts caused by 
spillage. This new idea went into 
effect in 1935. 

It has been estimated by the Hot- 
point engineers that the life of the Cal- 






































The Hotpoint RC! range was one of the 
first models using the all-welded body con- 
struction. This is considered by Hotpoint 
as one of its important turning points since 
by the sturdier body construction, porcelain 
enamel chippage complaints and shipping 
complaints were greatly reduced. 
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Present-day Hotpoint ranges include all the 
good features and mechanical improvements 
that have been developed through the years 
Above is a typical model produced by the 
company in the Pre-Pearl Harbor days. These 
ranges brought the art of electric cooking tc 
new highs in speed, cleanliness and economy 


1944—ELECTRICAL MERCHANDISING 

















EL 











a 











Cal- 








all the 
ements 
} years 
by the 
. These 
king to 


onomy 














rod unit has been increased tenfold 
since it was invented. Inasmuch as 
this is the heart of the range, 

The one-piece cooking top which 
‘ame to Hotpoint about 1928 was a 
forward step that came along with the 
ill-welded body construction. Sturdier 
construction greatly reduced 
porcelain enamel chippage complaints 
and made shipping simpler. Another 
neat little thing in Hotpoint history 
that hasn’t had much about it, 


™ dy 


said 


was the development of a sort of double 
switch. Not many people realize that 
getting an oven to 350 deg. on a hot 
summer day is entirely different than 
a 350 deg. range in a cold room. An 
improvement that came in about 1932 
was the placfmg of a bimetal switch 
outside the oven which operates on 
room temperature. It keeps the oven 
temperature constant regardless of how 
cold or hot the room is. It is one of 
those things that is taken for granted 





but took a lot of work to perfect. 

Hotpoint engineers will take you 
through their laboratory at the drop 
of a hat and drop it themselves. One 
of the things that Founder George 
Hughes believes, and President Ray 
Turnbull agrees upon, is that the elec- 
tric range must be able to perform ex- 
actly as specified. Throughout its long 
pioneering period this constant atti- 
tude was one of the things that 
hurried public acceptance. 


Early Days at General Electric 


A Talk With Harry J. Mauger 


fic gery is nothing like the story 
of an eyewitness in depicting a 
scene. Harry J. Mauger, assistant to 
president, of Edison General Electric 
Appliance Co., has been a witness to 
the entire growth of the electric range, 
as secretary of a development com- 
mittee at General Electric Co. and 
later with Edison General Electric 
Co. 

Because the activities of these two 
firms dovetailed right after the World 
War I, his memories are interesting. 

They constitute possibly the best 
early record of General Electric his- 
tory up to the time it ceased experi- 
mentation in cooking equipment, and 
turned this field over to Hotpoint 
which had succeeded so well. 

C. A. Coffin, president of G. E., had 
found that in Europe they had begun 
to promote cooking and radiant heat- 
ing. He had an electric heater in the 
cabin of his ship in 1903 or 4. While 
Europe was ahead of the United 
States, its stuff was crude. There was 
no mass production. 


Experiments Start . 


About 1903 experimental shops 
were set up at Schenectady and in 
Lynn. E. W. Rice, then vice presi- 
dent in charge of engineering said that 
he believed electric cooking was im- 
practical on account of the high rate 
for electricity and the inherent handi- 
cap of the overall inefficiency of gen- 
erating electricity from heat and then 
reversing the cycle by turning the 
electricity into heat again. 

In 1905 General Electric brought 
out a cooking table made of wood, 
which was furnished with separate, 
self-contained, self-heated cooking 
utensils that “plugged in.” The table 


had only cooking top devices and a. 


separate oven came with it. 

A difficulty encountered in the early 
development days of the electric range 
was the controversy over how a range 
should be built. For example, Nathias 
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Turner of the Cleveland Illuminating 
Co., a prime mover in range develop- 
ment, said that electric cooking should 
be done on a fireless cooker basis. 
General Electric built ten sets of uten- 
sils on a stored heat principle. One 
of the early hotplates looked like a 
kitchen garbage container with a step- 
up cover. It held a hot iron core 
which stayed hot all the time. The 
trouble was, the public didn’t take to it 
and it was a pretty heavy object to 
ship. 

Along about 1905 A. L. Marsh was 
mixing alloys with the idea of pro- 
ducing a bearing metal. He found a 
chromium-nickel mix whose resistance 
was 70 times greater than copper. 
General Electric was then using 
Climax”, a nickel-iron wire, (Driver- 
Harris) whose resistance was 50 times 
that of copper. German silver (copper 
and nickel) had resistance of 30 to 
40 times that of copper. 


Patent Fight Begins 


When the A. L. Marsh patent was 
incorporated by the Hoskins Manu- 
facturing Co., William Hoskins wanted 
$1,000,000 for the patent. A cele- 
brated fight took place because 25 years 
earlier a Frenchman named Placé had 
taken out a patent in England and had 
stated that chromium-nickel had high 
resistance. The truth is, nickel-chro- 
mium gave such a boost to the heating 
business that it made it what it is 
today. Following Judge Geiger’s de- 
cision for Hoskins in Milwaukee, 
G. E. settled and proposed to license 
the industry to use nickel chrome re- 
sistance wire, with General Electric 
taking part of the royalties from the 
Hoskins patent to reimburse them. 
Six principal licenses were issued 
which ran to the expiration of the 
patent in 1924. 

The Calrod unit was born out of an 
attempt made to protect the resistance 
wire from too rapid oxidation. It had 
been found by putting it in an iron 
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tube and surrounding it with mag- 
nesium. oxide that oxidation was 
greatly cut down and mechanical pro- 
tection was also provided. In the early 
days the heat resistance wire was 
placed as a straight core about 3/16 in. 
in an iron pipe from 5 to 18 in. long. 
This was rolled cold until the pipe was 
down to a 3/32 in. in diameter, yield- 
ing a strip that was 12 to 15 ft. long. 
There was constant trouble resulting 
from lack of insulation because it was 
difficult to keep the resistance wire 
centered. 

C. C. Abbott took a j-in. tube and 
only reduced it to 5/16 in. The helical 
resistance core inside the tube was the 
essence of the whole thing. This was 
swaged to fix the position and com- 
pressed until the magnesium oxide was 
solid. By this process the nickel-iron 
resistance material used in the original 
covering in those days were centered. 
Thus insulation was uniform. When 
nickel chrome alloy came along such as 
used now, it was very simple to switch 
to it and to produce the heating unit 
known by the trade name of Calrod. 


Three-Way Merger 


In September, 1918, came an inter- 
esting consolidation of three organi- 
zations in the heating appliance field. 
General Electric found itself spread 
out too much in the heating device 
business to make money. George 
Hughes and his company were grow- 
ing fast in the electric range business. 
Out in California was another firm, 
Hotpoint, which had been founded by 
a lineman named E. H. Richardson, 
who had inventive genius and who had 
been backed by Booth Brothers, P. H. 
and Willis Booth (Willis Booth is 
still a General Electric Appliance Co. 
director). Hotpoint was successfully 
merchandising a lot of small appliances 
such as El Toasto and El Perko, as 
well as its already famous flatiron. 
Out of the consolidation came the Edi- 
son Electric Appliance Co. General 




















RANGE INDUSTRY'S ENCYCLOPEDIA 


Man and boy, Harry J. Mauger, assistant 
to President Ray Turnbull at Hotpoint, has 
seen more of the electric range industry 
than any other living man. And remembers 
it. His first job was at General Electric in 
1899 and in 1904 he was put on the heating 
device sales training committee. Then in 
1905 he joined the development and stand- 
ardizing committee, on which he has served 
both at Hotpoint and G.E. 


Electric itself from that date manu- 
factured only industrial heating units 
and devices at Pittsfield. 

The Edison General Electric Appli- 
ance consolidation brought together 
under George Hughes a galaxy of 
talent. Doing the pioneer sales work 
for Edison General Electric Appliance 
Co. during these early days was Ray 
Turnbull, today president of that com- 
pany, and Ralph Cordiner, later of 
Shick razor fame, and now back as 
assistant to President Gerald Swope. 

In addition to Pierre Miles and 
F. H. McCormick there was C. P. 
Randolph, then chief engineer, now 
dead, C. P. Randolph was _ instru- 
mental in promoting the rod type 
closed heating unit. He pioneered the 
scientific attitude toward operating de- 
velopments and put research into the 
field. He made the utilities realize the 
importance of the range and water 
heater load. 

It was a natural thing for General 
Electric to turn its entire domestic 
heating activities over to Mr. Hughes, 
when his company had become the 
Edison General Electric Appliance Co. 
Out west went the talent that had been 
fostered in the General Electric nurs- 
ery, and from that day on the research 
of the two organizations was com- 
bined. 
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ABOVE 


Oversized drive pulley imposed starting 
load too heavy for motor to swing. Arma- 
ture blew, requiring factory rewind and in- 
terrupting service six weeks. 


LEFT 


Service interruption results in hardship, re- 
quiring this school lad to arise hour earlier 
when forced to fall back on old-fashioned 
methods of watering the stock. 


BELOW 


Automatic drinking fountains, supplied by 
electric water system, greatly reduce time- 
consuming work load on poultry farm, mak- 
ing increased production possible. 
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in er minutes 














- | 
3 | 
, 
4 
| 
And as soon as they’ve parked their cars, they’ll start shopping. They will spend money in 
| stores which feature the merchandise they want—the lines and items of electrical appliances 
! they read about in FARM JOURNAL. FARM JOURNAL is a lot more than the world’s largest 
rural magazine. It gives rural people the facts from which they develop their ideas and on 
) which they act. Successful retailers know it pays to watch the FARM JOURNAL—to stock 
. and display the things described in its advertising pages. 
i 
ting | The income of rural Americans has increased by by planning to feature things advertised in the 
— o billions. They’re spending a large part of it for FARM JOURNAL. With over 2,500,000 subscribers 
7 } products they can get today—investing a big share and full-family readership that runs to 10,000,000, 
| in war bonds which will become spending money it is far and away the strongest sales influence in 
| after the war. Meet those rural dollars half way the rural market. 
ve fl These are the products in your line Of the FIRST FOUR 
oned pnpenion in current assues “f P ONLY ONE covers 
tbe FARM JOURNAL. Display them. hd sili 
ALCOA ALUMINUM KELVINATOR 
ie ARMCO STEELS F. E. MYERS & BRO. CO. FARM 


a BOND FLASHLIGHT BATTERIES NORGE vidi 
) RIC FEN 
BURKS WATER SYSTEMS PARMAK ELECTRIC 


PINCOR MOTORS 
EVEREADY FLASHLIGHT BATTERIES REPUBLIC STEEL 
FRIGIDAIRE 


U. S. STEEL 
GARDNER HI-LINE CONTROLLER WESTINGHOUSE PRODUCTS 
: GENERAL ELECTRIC 


ZENITH RADIOS 








The Saturday Evening Post, or Collier’s. 


GRAHAM PATTERSON, Publisher 
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Successful merchandising is based on facts. Write today and have us tell you how many 
FARM JOURNAL subscribers live in your own county. In two out of three U.S. counties 
(practically all but the metropolitan areas) the FARM JOURNAL has more readers than Life, 


FARM 


Washington Square, PHILADELPHIA 


PAGE 29 











"Let me help you explain Tele- 
vision to your customers ...send 
for my feature ad: What Is 


Television ?”’ 
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To pave the way for your Television future, DuMont is 
acquainting millions of potential buyers with the facts of 
Television. National advertising, like the entertaining “Alec 
Electron” ad above, is a popular part of the big, new 
DuMont Television sales program. 


This ad and many others have appeared in major quality 
publications and leading newspapers. More ads are on the 
way... quality advertising aimed at customers who want and 
can afford the very finest, truest Television Receivers. Un- 
matched quality in DuMont Television Receivers is assured 
by the impressive record of DuMont achievements in 
Television and precision electronics. 


You'll find DuMont’s great advertising program helpful 
...and eventually profitable. Alec Electron, for example, 
can be most helpful as a “customer explainer.” You're 
welcome to a jumbo reprint of the “Alec” ad shown above. 
Just write for it... there’s no charge. 








DuMont Television Receivers ... A Division of Allen B. DuMont Laboratories, Inc. General Offices and PAP Main A 
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You'd never know it but Charles S. Mar- 
tin can cut a steak and trim it as ex- 


pertly as any butcher. Fact is, a calf 
started him on the road to appliance 
distributorship. 


nder the long gray moss that 
hangs from Georgia trees the 
funeral seemed even sadder 


than it was. A widow and four father- 
less children watched the horses with 
their nodding plumes draw the black 
hearse to the cemetery and back. They 
had seen dirt sprinkled in the grave 
and heard the words, “Dust thou art, 
to dust returneth.” It was their father, 
a Georgia preacher, who had been 
buried. 

“Children, I guess all we can do is 
live on this farm and starve genteelly,” 
the mother said. 

But she reckoned without the knowl- 
edge of the fire that burned in one of 
her sons. He was Charles S. Martin, 
and in his barefeet and frizzled straw 
hat he looked little like he does today. 


Begins as Butcher 


A friend lent him the money with 
which to buy a calf. Charlie fattened 
it and sold it for more than he paid. 
This looked like a good move, so he 
bought more calves and pyramided 
them. Discovering that meat was still 
more valuable, he butchered his next 
beef and peddled it. The logical move 
for this growing kid business was to 
open a butcher shop in nearby Lin- 
colnton, Georgia, (pop. 864). Charlie 
was all of 16, but he picked a good 
time. World War I was skyrocketing 
prices and his venture made money 
hand over fist. 

Lincolnton had no electricity then 
and Charlie took some of his profits 
and got a Delco lighting outfit. The 
1921 price drop came along and almost 
wiped him out, but he hung on. Then 
he picked up a contract to supply 
groceries for the Georgia Power Co. 
men when they started stringing lines 
in the area to supply electricity. With 
his store wired he bought a Frigidaire 
in 1925. 

“Tt sure looked like a slick business 
to me to be able to make a sale like 
that rather than to be forever adding 
up grocery lists,” he said. 

Folks up north don’t know it, but 
1925 was another depression in 
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ODYSSEY OF 





A Georgia 








the store and less out of it. 


have a more attractive store. 


percent. 


once did. 


merchandise. 


employ no more home economists. 





CHAS. S. MARTIN'S GUESS ON THE 
POSTWAR DISTRIBUTION PICTURE 


The dealer must revise his system, thinks Charles S$. Martin, when the 
war ends. He must rely on the acceptance of certain brands and cut 
down his sales expenses. In short, there is going to be more selling in 


He must build his business around his service department, and must 


Mr. Martin's guess is that manufacturers will cut profit to the dealer 
from 40 to 333 per cent. They will cut distributors from 16 to 10 


The finance companies have to reconstruct their entire picture 
because dealers with a small margin of profit won't take the risk they 


Fully 60 percent of all dealers will become home specialty stores 
selling big ticket merchandise of all kinds, as well as electrical. 

Brand name merchandise will sell, it was Mr. Martin's opinion, for 
not more than 20 percent higher price than the mail order chain 


Distributors will put fewer men on the road, offer less special help, 
carry a lower inventory and depend more on mail. 


The highly competitive field with the mail order chain will be in 
refrigerators, ranges, water heaters, radio and frozen food lockers. 
Mr. Martin does not think there will be margin here to do much out- 
side selling. Specialties that need to be pioneered will carry on as 
before and these will include home laundry, ironers, heating and 
plumbing, air conditioning and commercialized jobs of all sorts. 


Distributors will 





Georgia. There was a drouth that 
wiped out all kinds of farmers, who 
couldn’t pay their feed or grocery bills, 
and so Charlie Martin was again 
rocked on his heels by a _ business 
bust-up. 

“What really burned me up was the 
fact that the local bank wouldn’t lend 
me $500,” he said. “I had grown up 
there and had always kept my nose 
clean. What was the matter?” 

“The trouble is,” said the banker, 
“you’ve had two business failures.” 

“You mean, because I got caught 
with a long inventory in 1921, and 
now because the farmers can’t pay me 
because of the drouth, that these are 
business failures?” Charley asked. 

“Yes,” replied the banker. 

“T have been told that only 2 percent 
of the grocers in this country ever 
make any money. I am beginning to 
think that I am in the wrong business 
and in the wrong town, and I had 
better shake off Lincolnton from my 
heels until I am able to come back here 
and buy you fellows out with my pocket 
money.” 





For that is why Charles S. Martin 
went to Atlanta and knocked on the 
door of the Frigidaire Co. for a job. 
He was given training and sent down 
to Augusta, Ga. to work for the Eve 
Repair Co. Very shortly this firm was 
bought out by the Southern Appliance 
Co. which is owned by the Bowdry- 
Mays Co. 


Starts as Salesman 


Martin started as a salesman and 
sold Delco lighting systems and 
Frigidaire commercial jobs up to 
Christmas. By that time he had suc- 
ceeded so well the firm gave him two 
counties as a dealer, Lincoln and 
Wilkes. At Washington, Ga. he 
opened his store and at the same 
time closed his grocery back in Lin- 
colnton. This territory was expanded 
to five counties, then up to 15 counties, 
whereupon he opened up a store in 
Athens, Ga. Finally he was selling 
Frigidaire in 40 Georgia counties with 
29 stores operating. Meanwhile he 
paid off $8,000 in back debts on his 
grocery store. 


APRIL, 1944—ELECTRICAL MERCHANDISING 





So naturally was the business ex- 
panding that, even in 1933 and 1934 
he made money, but not until 1936-37 
did he make what he called big money. 
In 1938 he took a loss. That depres- 
sion forced him to repossess 700 
Frigidaires in ten days. These he re- 
conditioned and resold. 

The automatic washer had appeared 
on the horizon and he got the state 
rights for Georgia for Bendix in 
1938. He organized the Chas. S. Mar- 
tin Distributing Co. to distribute Ben- 
dix, which was a separate firm from 
his reail store. 

“IT found myself with both a retail 
and a distributing business,” he says. 
“T put on wholesale men, and a home 
economist in the schools to teach the 
southern women how to do their own 
housework.” 


Opening Up the South 


The South is on the eve of being 
broken wide open for domestic appli- 
ances. There has been an infiltration 
of northern people into Georgia whose 
women did their own work. Southern 
women watched them and saw they got 
results, The reports of the U. S. De- 
partment of Public Health on the high 
number of negroes suffering from 
venereal troubles was a shock to south- 
ern families who were allowing these 
darkies to take care of their children 
and do their housework. Moreover, 
with the way negroes ‘tote’ home food, 
southerners were getting a little tired 
of supporting two families. A washer 
or a refrigerator was a real economy. 

When he found his dealers were 
tending to treat an automatic washer 
just like the ordinary type of machine 
and not doing specialty selling on it, 
Martin cancelled all his dealerships 
and put in a central service system in 
Atlanta, opening up an exclusive home 
laundry store. Here he trained 25 
specialty salesmen as “yeast” to work 
on the field. He became distributor 
for the Ironrite ironer and was s0 
successful in his specialty operations 
that within eight months all 22 dealers 
in Atlanta asked for franchises, agree- 
ing to use specialty methods in selling 
the Bendix and the Ironite. 

Martin believes he is a pioneer in 
installing and servicing from a cen- 
tral store. 

With an eye for the future for 
specialties, he took on the distribution 
of the Hinman milker, the Marion 
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Distributor 


He stubbed his toe twice growing up in 


business; but it taught him what will and 


what won't work with human nature. 


range and water heater, Delco lighting 
plant, Delco pump and stokers, and 
oil-fired air conditioners. The firm was 
going great guns when Pearl Harbor 
was fired upon. 

“We were stacked up to the roof 
with plenty of merchandise on Dec. 
7, 1941,” Mr. Martin relates. “We had 
every item in abundance but Bendix 
and Ironrite. We got no merchandise 
from 1942 on and I saw that the 
wholesale branch could barely exist. 
We had Schaeffer pack-a-way food 
cabinets and these had possibilities, 
but we had a big new store in Athens 
which was a problem to me. 


Signal Corps Episode 


“Hearing that the U. S. was about 
to start a signal corps school in 
Athens, I went to Washington to dis- 
cuss housing facilities. I was told 
that the government expected Athens 
to house the troops. Immediately I 
spent $23,000 to turn my retail appli- 
ance store into a barracks. I made a 
proposition of housing 300 soldiers at 





60¢ apiece, per day. You never saw 
such a revolution in a store in your 
life. I had $35,000 in the building 
and with the $23,000 in the change- 
over, it was quite an investment but 
we made money off the deal and when 
the Army pulled out we were able to 
salvage all the equipment and sell it 
for about as much as we put in it.” 


Moves to Atlanta 


In 1941 Frigidaire gave Mr. Martin 
Atlanta, so he moved there. He real- 
ized that a food shortage was imminent 
and that frozen food cabinets had pos- 
sibilities. So again he went out scout- 
ing and loaded up on used cabinets. 
His wanderings took him as far as 
Norfolk, Va. and to Louisville, Ky., 
and he bought all the clean jobs he 
could get hold of at about 60 percent 
of the original wholesale cost. These 
he brought back to Atlanta and during 
1943 has been rebuilding and renovat- 
ing them, and selling them to private 
individuals. All deals are cash and no 
credit, and the firm has wagged on 
throughout 1943 and will undoubtedly 


Since the war cut off his merchandise, home freezers have kept Martin, Inc., 
in business. The South is going for them. 
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A deep south understanding told Charlie Martin that Dixie was ripe for washers, 
and he jumped in with both feet for Bendix. 


continue to do business through 1944. 

He closed all but three retail stores 
in 1941, but maintained his service 
which is handled out of Athens and 
Atlanta. His men travel a radius of 
more 200 miles and work on an 
itinerary basis, getting over the terri- 
tory twice a week, according to ODT 
rules and regulations. 

Charles S. Martin after the war is 
going to want package merchandise. 
He looks for possibilities on ranges, 
refrigerators and water heaters. He 
is intrigued with radio, frozen food 
cabinets, air conditioning, comfort 
cooling, commercial refrigerators of all 
types. 


“Refrigerators, ranges, water heat- 
ers, radios, frozen foods cabinets are 
going to be sold over the counter in 
the store,” he says. “Air conditioning, 
comfort cooling, commercial refrigera- 
tion, new products, the home laundry, 
the ironer, heating and plumbing are 
all specialties that will have to be sold 
as in the past.” 

Cha:les S. Martin Inc. will be 100 
percent wholesale after the war. Op- 
eration of three retail outlets will con- 
tinue. The firm will be managed on a 
profit-sharing basis, Mr. Martin says, 
and will not run its retail stores where 
there can be any interference with 
dealers. 





You'd scarcely think a store like this could be turned into an army barracks, 
but that is what Charlie Martin did with his place at Athens, Georgia. 
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Margie Walker’s got a Date 
with You | 


Margie Walker was recently called upon by those survey-taking people. 
“What are you planning to buy right after the war?” they asked. 


They found that Margie, like thousands of other gals, is fixing to get 
an electrical appliance. Which means that some day she may be look- 
ing for it in your store. 


If she does come in, there are two wartime facts that are going to help 
you sell her a General Electric appliance. 
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General Electric appliances have a reputation for reliability. 
What’s more, they give this top-notch service for years... 
often far beyond the expectation of their owner. 


It would do your heart good to see the hundreds of letters 
from your customers and ours, praising the wonderful per- 
formance of General Electric appliances. 


That kind of performance means a lot to people in normal 
times. It means even more now. 


Even Genera] Electric appliances sometimes need adjust- 
ment to keep them at peak performance level. The fact that 
you’ve given this repair service quickly and reasonably is 
evident from a General Electric survey. 

The vast majority of General Electric appliance owners 
have been more than pleased with the excellent repair work 
done by the dealer who has the G-E symbol in his window. 
And owners have commented on the reasonable prices, too! 


Gentlemen, our hats are off to you! 


These two facts—performance and service—are helping 
to convince Margie and hundreds of other housewives that 
your store is where they will get their money’s worth in elec- 
trical appliances. They’re looking forward to the time when 
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Everything Electrical for 


GENERAL 


TUNE IN: “The G-E all-Girl Orchestra” Sun. 10 P. M.—E. W. T. NBC. 
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you can sell them General Electric products once more. 
After Victory you are going to have those General Electric 
appliances just as fast as we can get them to you. 

And you can rely on those appliances as you’ve always re- 
lied on General Electric. 


The General Electric reputation has a pulling power that’s 
worth harnessing. We’d like to suggest that you consider 
putting the General Electric name beside yours—for good 
business and a steady business in the years that lie ahead. 


General Electric Appliance and Merchandise Department, 
Bridgeport, Conn. 























After-Victory Homes 


ELECTRIC 


“The World Today” news every weekday 6:45 P. M.—E. W. T. CBS 
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Solving the 


MANPOWER SHORTAGE 


With draft board rulings on deferments 
growing ever stricter, the shortage of repair 
personnel is being felt more and more. Here 
is how four Utah service shops keep going: 











JUNIOR COLLEGE INSTRUCTOR ASSISTS— 


The Eastern Utah Electric Company at Price, Utah, of which S. L. Anderson is 
manager, is fortunate in having two experienced repairmen in the persons of Joe 
Potter and Jack Forsythe (left) to head the radio repair and appliance and service 
departments respectively. P. J. Campa (right), an instructor at Carbon Junior 
College assists in repair work during his spare time. 





WOMEN HANDLE REPAIRS— 


Although the one-year guarantee on Sunbeam appliances has long since expired, 
Manager Mark Austin of the Chicago Flexible Shaft Company's Salt Lake City 
branch has done everything possible to keep his repair service at full efficiency 
in order to keep Sunbeam appliances in this territory in good working order. 
At first he got along with the young men whom he trained on their graduation 
from high school, but these began to be called to the Army faster than he could 
train them, so he turned to young women. 

The first two girls employed had neither of them had any experience doing 
repair work. It was decided to train them to specialize in one appliance— 
Mixmaster for one and Shavemaster for the other. For a while they were slow in 
handling the necessary equipment and work piled up, but once over the initial 
handicap, they soon learned to be excellent repairmen. Left to right: Mary A. 
Toone, Elsie Von Feld, Irma Kay and Lowell Foster, supervisor. 











THREE SONS AT WAR— 


W. S. Winegar, (left) owner of the Utah Electric Motor Company of Salt Lake 
City was fortunate in having three sons to help him carry on his business of motor 
repair, But all three of them are now in the armed forces. So he gets along with 
the men he can hold on to and those he can train. Since June of last year the 
shop has repaired over 2,000 electric motors, sent in from Utah, Idaho, Nevada 
and Wyoming, and more are coming in all the time. There is a great demand 
for motors and Mr. Winegar is eagerly awaiting the time when equipment is once 
more available in order to expand his quarters and enlarge the business. 
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FORMER SALESMAN TAKES OVER— 


A top appliance salesman who was mechanically minded has taken over the 
appliance repairing job for the Helper Furniture and Hardware Company at 
Helper, Utah. Elmie Bernadi, manager of the company (left), says that Allen 
Halverson (center), who has been in the selling end of the business for the past 
twelve years is one of the best repairmen in the district. He handles refrigera- 
tors, washing machines, ranges and all types of small appliances. At right is 
Frank Barbolgio, president. 
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NON-CLOG TOP BURNERS. .. of excep- 


tionally high efficiency and economy; 
porcelain finished. Flame adjustable to 
any size utensil. 


er 





OVEN BURNER . .. Operates on low heat 
and holds very low flame for slow cook- 
ing. Uniformity of heat results in perfect 
baking and roasting. 





EASY-CLEAN OVEN . .. has smooth, 
one-piece interior of porcelain enamel. 
Rounded corners. Rack guides integral 
with oven lining. 





ROCK WOOL INSULATION . .. on sides, 
back, doors and top. Results in efficient 
oven heat, keeps kitchen cool. 





SLIDE-OUT, DROP-FRONT BROILER ... 
makes it easy to watch and control 
broiler. Gravy well in drip pan. 








| 


TOP GRATES .. . built in two sections for 
easy removal and cleaning. Finished in 
black porcelain enamel. 


[ 
| 
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ONE-PIECE DRIP PAN . .. fits tight 
ground burners, catching any spill- 
overs. Easy-to-clean black porcelain 
enamel finish. 
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Ready Now 
for Norge Dealers! — 


New Norge gas range (model GW-024) is not a 
makeshift or tide-over “Victory” model—it is full- 
quality merchandise, built as it will be built after 
the war, and is now available to Norge dealers in 


limited quantities! 
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We repeat: Here is a full-quality gas 
range, built of highest-grade heavy 
materials and to Norge precision stand- 
ards. It definitely is mot a tide-over 
“Victory” model, but is a permanent 
postwar product. 


Check These Features 


Special white vitreous porcelain exte- 
rior; non-clog top burners; automatic 
top burner lighter; low-heat oven 
burner; one-piece porcelain enamel drip 
pan; one-piece tank-type oven and 
broiler lining, each porcelain enameled; 
safety oven lighter; slide-out, drop- 
front broiler; full rock wool insulation; 
black recessed base; black plastic hard- 
ware. 





The Norge model GW-024 range is 
adaptable to the use of bottled gas as 
well as artificial and natural gases (ask 
about model BGW-024). Norge dis- 
tributors have complete specifications 
and prices. 


*“SEE NORGE BEFORE YOU BUY”’ 





A BORG-WARNER INDUSTRY 


NORGE DIVISION, BORG-WARNER CORPORATION, 670 EAST WOODBRIDGE ST., DETROIT 26, MICHIGAN 


Only prewar producer of a complete line of ROLLATOR REFRIGERATORS * ELECTRIC 
RANGES * WASHERS * GAS RANGES « HOME HEATERS * COMMERCIAL REFRIGERATION 
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Servicing 


UNIVERSAL VACUUM 





XPERIENCE has 


80% 


shown that approximately 
of all service calls on vacuum cleaners 
are directly related to the following complaints: 
1. My cleaner won't pick up 
2. My cleaner won't run 


By far, the greater number of calls fall in the 


first group. In many cases, these complaints are 
due to the lack of knowledge, on the part of the 
owner of the simple care and operation of the 
cleaner. It is therefore recommended that a check 
be made of the following points: 


CLEANER WON'T PICK UP 


Is the dust bag clogged? If the owner has failed 
to clean the bag properly by brushing away the 


dust and dirt, the flow of air is reduced and by 


virtue of this fact, the suction is decreased. 
Emptying the bag is not sufficient. The clinging 
dirt must be brushed away regularly. 


3e sure the bag is properly sealed at both ends 
in the conventional type cleaner. 


Unless this is 





Conveniently placed adjustment screws raise or lower 
cleaner nozzle to the proper height for each type 
of floor covering. 





Armature and fan, and shaft extension for Universal 


conventional type cleaner. Threads, hair and string 
will on occasion wind Not 
only does this result in inefficient brush operation but will 
cause an excessive amount of wear on the rubber belf, 
and if not properly cleaned will eventually burn out 


the belt. 


around the shaft extension. 
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e, too much air leakage will occur. 

[s the nozzle adjusted properly in relation to 
the type of floor or floor covering to be cleaned? 
Chis is particularly applicable to the brush-type 
cleaner. Adjust the nozzle to the floor covering 
to be cleaned, so that a half dollar piece will slide 
freely beneath it. 

Be sure the belt is properly adjusted in motor- 
driven brush models, and also make sure that no 
threads or other obstructions hinder the free 
movement of the brush while in operation. Be 
sure and check bearings on the brush assembly. 

The bristles used on the brushes in Universal 
cleaners were the best obtainable at the time of 
manufacture. War requirements have restricted 
the use of this type of bristle so it is wise to make 
the present one do as long as possible. Over a 
course of time, the bristles will wear down and it 
is a simple matter to adjust them for prope: 
cleaning. 

In tank type cleaners be sure that there is no 
obstruction in the hose or anywhere else in the air 
line. This can be simply determined by dropping 
a weighted object through the hose. 





& 
aaa <i 
A» 
The revolving nozzle brush has removable oilless 


bronze bearing at either end. In operation, it is 
possible for threads and hair to slip under the shaft and 
freeze the brush. If the brush does not rotate freely, 
it should be removed and examined at this point. 





Be sure the brush is replaced properly. There is an 


arrow cast directly inside of the nozzle. There is 
also an arrow on the brush shaft itself. Be sure both 
arrows point in the same direction when installed. 
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5 A simple adjustment with a screw driver will lower 
the brush and bristle. 








Tank cleaner efficiency depends on the free move- 

ment of air. A knife or some other heavy object 
dropped into one end will quickly determine if any 
obstruction is present. 





The filter pad of the tank cleaner is placed between 

the motor and bag. It should be replaced about every 
six months, depending of course on the amount of service 
the cleaner must do. By removing the rubber gasket, 
the two metal holders, the screens are easily taken 
apart and a new pad inserted without any difficulty. The 
purpose of the filter pad is to collect the small particles 
of fine dust which are apt to seep through the bag, and 
prevent such dust from circulating through the motor 
and eventually into the room. A clogged filter pad 
cuts down suction and thereby reduces efficiency. 
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CLEANERS 





PREVIOUS SERVICE ARTICLES 


HIS is one of a series of “how to” service articles on 

specific makes of electrical appliances. These step-by- 
step operation instructions are prepared by Electrical 
Merchandising, in cooperation with the manufacturers, and 
carefully checked for accuracy. Already published are 
similar service articles on the following makes of appli- 
ances: Westinghouse irons (February, |94!), ranges (Au- 
gust, 1943); Maytag washers (April and September, 
1942); Knapp-Monarch toasters (November, |942); Pre- 








CLEANER WON’T RUN 


HE second most frequent trouble ... “It 

won’t run” would indicate that somewhere 
between the source of current (the wall outlet) 
and the motor, there is trouble. The first thing 
to do is check the extension cord and plug. In 
many cases, because of the strain, insulation may 
become broken causing the motor to run and 
stop intermittently. This can be easily determined 
by the use of a test lamp. 

Next check the switch and in the conventional 
type cleaner, the plug at the handle fork and lock- 
ing device. 

All vacuum cleaner motors are high speed 
motors, and the brushes that make contact will 
wear down in time and need replacement. 

If it is definitely determined that the trouble 
is in the motor itself, it is recommended that it 
be returned to the factory or authorized service 
station for further repairs unless experienced 
repair men are available for the job. 





The handle locking device which keeps the cleaner 

handle erect is part of the fork assembly shown here. 
The separate connection plug permits an easy check-up 
of cord trouble. 





Worn carbon brushes are easily replaced on all 








mier vacuum cleaners (November, 1942); Simplex ironers 
(March, 1943); Speed Queen washers (March, 1943), 
wringers (June, 1943); lronrite ironers (April, 1943); Gen- 
eral Electric and Hotpoint irons (April, 1943); General 
Electric washers (May, 1943); refrigerators, Type CA 
(October, 1943); Blackstone ironers (May, |943), wringers 
(September, 1943); Universal irons (May, !943), washers 
(July, 1943), percolators (October, 1943), toasters (No- 
vember, 1943); Lovell wringers (June, 1943); Hotpoint 
ranges (June, 1943); Apex washers and ironers (July, 
1943); Easy washers and ironers (August, 1943); Chroma- 
lox electric range units (September, 1943); Thor washers 
(September, 1943); Norge refrigerators (November, 
1943); Bendix washers (November, !943); Gibson refrig- 
erators (December, |!943); Telechron clocks (February, 
1944); Dexter washers (March, 1944). 








10 Motor housing with motor field, spring washer, 

armature assembly, with oilless bearings, front bear- 
ing plate, fan and armature shaft are easily reached for 
service. 





13 On the bottom in the interior of the tank type 

cleaner, you will find a pressure plate which operate: 
the switch of the "Tattle Tale" light. When the bac 
load pressure is equivalent to 12 oz. on this plate, the 
light glows, warning the user to empty the bag. | 
adjustment is needed, place a 12 oz. weight on the plate 
and adjust screw shown in photograph to the poin 
where the slightest turn in either direction will turn ot 
the light, or turn it off. 


The motor assembly of the tank type cleaner is 

rugged and built to give the maximum service pos- 
sible. Special equipment, however, is required for 
proper re-installation and unless this equipment is avail- 
able it is advisable not to remove the unit. 





1 The rubber gasket on the connection end of th 

nozzle is for the purpose of making an air-tigh 
connection. This is accomplished by placing the hose i 
position and then tightening handle clock wise unt 
firm pressure is obtained. As this piece is turned uy 
pressure is exerted against a washer which in turn increase 
the diameter of the gasket, bearing against a secon 
washer. Should one of these washers slip under th 
gasket, pressure cannot be obtained and this will resul 
in the hose slipping out of the cleaner opening. 


12 To replace carbon brushes in tank cleaner, motor, 





simply remove end cap as shown in photograph and 
brush seats are easily made available. 


Universal conventional type cleaners. 
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screw driver will retrieve the washer in such case an 
return it to its proper position. 
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The new Crosley expansion program began in 1940. 
Just before Government restrictions, the sales gains of 


Crosley Refrigerators were twice the industry average. 


Here is the most dramatic exclusive 


Fae dia feature in refrigeration— 
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. . within easy reach 


The patented shelves-in-the-door—the Shelva- 
dor — in Crosley Refrigerators make this line 
unique and outstanding on the dealer's floor. 


“READY FOR 


Pre-war progress, stepped up by the faster pace of war, 
enabled Crosley to pack into 4 short years the accom- 
plishment of 10 normal years. The war program neces- 
sitated the complete modernization of every Crosley 
plant. The engineering department has grown from 40 
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GROWING! 


Crosley Radio sales were up 68% in the highly com- 
petitive season of 1941, and even that figure was sur- 
passed before civilian production stopped in 1942. 


The virtual elimination of surface scratch, 
hissing and needle noise in Crosley Radio- 
Phonographs is made possible by the exclusive 
patented 
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The up-sweep of Crosley Radio and Radio- 
Phonograph sales just before conversion was 
aided by this Crosley invention. Average prices 
of Crosley Radio registered tremendous gains. 
New sets will be even finer when civilian 
production is resumed. 








NEW HIGHS ! 


to over 500. Ten times as many people are on inspection j 
work to control quality. Total number of employees 
rose from a pre-war 1,800 to a 1943 peak of 8,600. A 
seasoned management group is ready for a greater- 


than-ever post-war business. 
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.% THE CROSLEY CORPORATION «+ ¢ “0 
-EY C ATION + CINCINN; : a ea 
Pescstiane Menulesturers of Radice ATI, OHIO AND RICHMOND, IND. dry 


Refrigerators, Household Appliances, and the Crosley Car. Home of WLW 


"y “the Nation's Station” 
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What Present Owners Think of 


FM RADIO 


“ HAT do the ir six hun- 
\ \ dred thousand owners of 
FM sets think of FM now 
that they have had a chance to try it?” 
The engineers who design and manu- 
facture FM transmitters and receivers 
did not agree among themselves on 
what its principal advantages are. 
Some said: “People buy FM because 
of its full, clear tone—its absolute fidel- 
ity.” Others said: “That is not the 
way to sell FM. We knock ’em cold 
by demonstrating that FM is virtually 
free from static.” Still a third group 
contended that the best argument for 
FM was its background of velvety 
silence, 

The stations who cooperated with 
us in this survey of FM listeners were: 
WGYN in New York, WCAU-FM 
in Philadelphia, WENA in Detroit, 
and WMFM in Milwaukee. A letter 
and questionnaire were mailed to the 
fan lists of these four stations on the 
letterhead and over the signature of 
the station itself. Altogether, 2,857 
letters were sent out, and 936 returns 
were This was a response 
f 32.8%—very gratifying when you 


five ¢ 


received 


remember that no inducement at all 
vas mad the listeners to get them 
to reply 

The st surprise that greeted us 
ime when we classified the “occupa- 
tions” filed by the people who owned 
FM sets. After all, FM is rather ex- 
ensive, yet, executives and owners of 
businesses accounted for only 13.8%. 
The professional class was larger— 
19% \s you might expect, there 
were a good many engineers and tech- 
nicia 25%. But the largest group, 
42.2%. were office workers, skilled 
laborers, and other small, miscellane- 
ous classifications. Of the question- 
naires returned, almost 90% were filled 
it by the man of the family 

Now, the first thing we asked them 
was: “What prompted you to buy 
your FM set?” 37.8% said, “superior 
tonal quality.” This was the dominant 
answer in each of the four cities. On 
1 national basis, static suppression 
‘ame second with 19%. National fig- 
ures can be misleading. In New York, 
32.6% gave static suppression as a 


reason for buying FM; in Philadelphia 
it was 9%; in Milwaukee 7.1%; and 

Detroit 5.6%. Apparently, there 
are more defective neon signs in New 
York than in most other parts of the 
country. 

In Philadelphia, “superior program- 
ming” on FM stations turned up as an 
important 
FM, with 


this was given as the 


reason for the 


purchase of 
Milwaukee 


reason by 16.3% 


> 4 
36 I¢ J 





Excerpts from a talk delivered recently before 
the annual FMBI convention, New York, N 
by Preston H. Pumphrey of Maxon, Inc 
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Obviously, in those two cities the FM 
station owners should take a special 
bow, or the AM station owners should 
blush—because, in New York “su- 
perior programming” was given as 
reason by only 2.7%, and in Detroit 
by 5.6%. 

Because this was essentially a psy- 
chological study, we asked a number 
of other questions, and then came back 
with one designed to check the results 
of the first question. This checking 
question was worded: “Will you de- 
scribe in your own words what FM 
means to you.” The basic pattern as 
revealed by this second question on 
what FM reception means to present 
owners checked closely with their rea- 
sons for buying. “Higher quality re- 


production” was given by 36.8%; 
“little or no static” followed with 
20.9%. 


Again, to take up the program mat- 
ter, 34.8% in Philadelphia; 25% in 
Milwaukee and 20.4% in Detroit said 
that the most vital thing about their 
present FM reception was the higher 
quality of programs. Only .9% gave 
this answer in New York. 

The next question we asked was: 
“Has FM lived up to your expecta- 
tions?” That is a little like asking 
a man: “Has your wife equalled the 
dream girl you thought you married?” 
The nature of the answers would de- 
pend greatly on what he thought he 
was getting. Only 23% said that FM 
hadn’t met their expectations. We 
asked these disappointed set owners, 
“If no, why not?” In New York and 
Philadelphia, the reasons for disap- 
pointment were about 54% with FM 
reproduction and 46% with FM pro- 
grams; in Milwaukee and Detroit, the 
situation was reversed with 51.7% 
dissatisfied with program, and the 
percentage dissatisfied with 
the quality of FM reproduction. 

Translated into the terms of the total 
sample—slightly less than 15% of all 
FM set owners said that their FM 
reception was not satisfactory; 85% 
were satisfied with the signal they 
received. We broke this question down 
by brand of sets owned, and I know 
you'll be glad to learn that out of six- 
makes reported all but three 
showed uniformly satisfactory results. 
The FM receiver manufacturers—even 
before the war—appear to have been 
turning out a receiver far more sat- 
isfactory than the receivers on which 
\M station and* network audiences 
iriginally were created. With the ex- 
ception of a very few manufacturers, 
the makers of FM radio receivers ap- 
parently have created a product stand- 
ird as high as would be revealed by 
surveys of practically any other prod- 
uct of wide consumer use. 


smaller 


teen 


Yes 

No 

Undecided 

Did Not Answer 


FM 

AM 

Either 

No Answer 


Less than 2 
2 to 3 
3to 4 
4to5 
5 to 6 
6 to 6 
7 and over 
No Answer 





HAS FM LIVED UP TO EXPECTATIONS? 


New York Philadelphia Milwaukee Detroit 
No. % No. % No. % No. % 
305 72.5 193 71.5 116 66.3 39 56.5 

86 20.4 51 18.9 48 27.4 27 39.2 

27 6.4 20 7.4 6 3.4 1 1.4 

3 oo 6 2.2 5 2.9 2 2.9 
421 100.0 270 100.0 175 100.0 69 100.0 


set owners were asked: 


New York Philadelphia Milwaukee Detroit 
No. % No. % No. % No. % 
305 77.2 235 87.0 129 73.7 54 78.3 

35 8.3 13 4.8 18 10.3 s 13.0 
14 3.3 14 5.2 7 4.0 2 2.9 
47 11.2 8 3.0 21 12.0 4 5.8 
421 100.0 270 100.0 175 100.0 69 100.0 
HOURS FM RECEIVERS ARE USED DAILY 
New York Philadelphia Milwaukee Detroit 
No. % No. % No. Jo No. % 
52 12.3 77 28.5 77 45.6 37 54.4 
96 22.8 4g 18.1 33 19.5 13 19.1 
122 29.0 56 20.7 23 13.6 6 8.8 
70 166 48 17.8 17 10.1 5 7.4 
36 8.6 21 7.8 4 2.4 4 5.9 
22 5.2 5 1.9 1 See ee 
23 5.5 6 2.2 14 8.2 3 4.4 
ree, 8 Me. <2 tees Steal Senne 
421 100.0 270 100.0 169 100.0 68 100.0 
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OF FM AND AM 


FM VS. AM IN FM SET OWNERS’ PREFERENCE 


To eliminate the statement of differences in programming as a 
reason for preferring one type of reception to the other, the FM 
“If your favorite radio program should be 
be on FM as well as AM, which band would you tune in?” 


FM SET OWNERS OPINION OF RELATIVE TONAL QUALITY 


New York Philadelphia Milwaukee Detroit 
No. J No. J No. Jo No. % 
Better Tonal Quality 350 65.8 232 744 125 672 51 662 
Static Suppression 131 246 47 15.1 38 204 15 19.5 
Superior Programming 25 4.17 2 6 7 3.8 3 3.9 
No Difference 17 3.2 8 2.6 10 5.4 6 7.8 
AM Better 6 1.1 6 1.9 6 3.2 2 2.6 
Others 3 6 5 ee sour 
No Answer 12 3.8 
*532 100.0 *312 100.0 *186 100.0 *77 100.0 
WHAT FM MEANS TO RECEIVER OWNERS 
New York Philadelphia Milwaukee Detroit 
No. J No. Jo No. J No. % 
Higher Quality Re- 
production 286 40.6 107 28.0 88 37.9 38 40.9 
Little or no Static 212 30.1 328.4 36 155 15 16.1 
Miscellaneous Favorable 190 27.0 71 18.6 39 168 15 16.1 
Miscellaneous Unfavorable 8 1.1 8 2.1 8S 35 5 5.4 
Higher Quality Programs 6 9 133 348 58 25.0 19 20.4 
Prefer AM 2 a 31 8.1 3 1.3 1 v3 
704 100.0 382 100.0 232 100.0 92 100.0 
PROGRAM CLASSIFICATION MOST PREFERRED 
New York Philadelphia Milwaukee Detroit 
No. Jo No. Jo No. % No. % 
Symphonic OOP “ee. Gee Se assas eevee 24 4,3 
Classical 547 161 551 220 297 23.0 79 «614.0 
Semi-Classical 767 22.4 407 15.9 349 27.0 51 9.0 
sine saa Pe Pee»: 
Popular 664 19.3 106 4.0 68 5.2 7 13.1 
News 106 3.0 101 4.0 36 2.8 72 13.0 
Concert es 84 a. catia 61 10.7 
Variety 201 5.8 80 3.1 284 22.0 42 7.3 
General Favorites 156 45 26 1.0 256 20.0 49 8.6 
Miscellaneous 387 11.2 ee ious. “tes 113 20.0 
3437 100.0 2497 100.0 1290 100.0 566 100.0 
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What kind of post-war planning can a Maytag Dealer do? 


WE'RE STILL AT WAR~—the battles ahead 
x will be tough—the peace may be near at 
hand or far away. Even so, there's a certain amount 


of planning each of us can do now in order that 


we won't again be caught unprepared. 


Here are a few suggestions: 


1. Consider and decide what lines you will sell 
when the victory is won. 
2. Plan your showroom as you want it and get it 


as nearly ready as you can. 


ELECTRICAL MERCHANDISING—APRIL, 


3. Keep your owner file and prospect list in shape 
for active use. 

4. Determine how you will sell and the extent to 
which you will use outside salesmen. 

The end of the last war came unexpectedly — we, 


as a nation, were not ready—we had failed to plan 


1944 


ahead. This time we don't want to be so short- 
sighted—as every business man agrees. In fact, 
the whole future of this country—the continuation 
of our American way of life—may depend upon 


what we do now to prepare for what lies ahead 


THE MAYTAG COMPANY; NEWTON, IOWA 


WASHERS 


TRONERS 
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Guide for 


LUBRICATING 





Oil for the 
Gear Case Assembly 


Remove the oil filler plug from the gear case cover 

near the base of the wringer pedestal. Pour 1'/2 
pints of SAE-30 automobile motor oil into the gear case 
through this hole. You should add approximately !/; 
pint of oil per year to the gear case assembly. 





To Change Oil in 
Gear Case Assembly 





2 Take off the tub lid for the sake of convenience 
Then remove the wringer by lifting it off. 





3 Close the breather opening in the gear case cover 

lf a screw is not available for this purpose, use a 
wooden peg, putty or something similar. Next turn the 
washer upside down, being sure to place an old carton, 
rug or something similar on the floor to prevent damag- 
ing the top edge of the porcelain tub. 
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Drain the oil from the gear case by removing the 

oil filler plug from the gear case cover. When out, 
return washer to an upright position and put a quart of 
gasoline or kerosene into the gear case assembly, and 
start washer into operation momentarily to churn it 
about. 

After this go through the procedure and again turn 
washer upside down to flush. Now you are ready to 
put I'/2 pints of SAE-30 automobile oil into the gear 
case assembly, and to open the breather by removing 
object used as plug. 





To Check Oil in Gear Case 


Take out the oil filler plug from the gear case cover 

and put a !2 in. piece of stiff wire (approximately 
12 in. long) through one of the holes in the worm wheel 
so it touches on the gear case casting and not the top 
side of the worm wheel. The distance between the gear 
case and oil filling ‘hole and cover is approximately 
4¥%, in. If wire cannot be inserted to this depth turn 
the worm wheel (turn drive coupling by hand), after 
removing wire and try again. Never use a nail or any 
short object because of the possibility of dropping it 
into the gear case assembly. When you have the right 
amount of oil in the gear case it should show on your 
wire tester for a depth of approximately % in. 





Greasing Wringer 





Remove the cover from the side of the wringer head 

assembly. If it is covered by a sheet metal shroud, 
this must first be removed before it will be possible to 
remove the wringer head cover. Fill the wringer head 
to capacity with grease, using a fiber or sponge grease 
such as may be obtained from any master filling station. 
About one pint is needed. 
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Diling Bearings, 
and Wringer Head 


‘My 
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This is applicable for 1940, 1941 and 1942 models. 

You first release the pressure on the wringer top and 
raise the top assembly horizontally. Put a few drops of 
oil into the hole in the wringer head approximately above 
the roll drive coupling. This bearing should be oiled sev- 
eral times a year. 





All ABC washers built previously to 1939 were 
equipped with motors which should be oiled at least 
once during every 500 hours of operation. An oil hole 
is located in each end of the motor, directly above the 
shaft opening in the end of the motor. Because of 
limited space a small oil can must be used. 
All motors supplied on ABC washers since the early part 
of 1939 contain lifetime lubrication and need no addi- 
tional lubricant. 





All motors supplied on ABC washers since 
the early part of 1939 contain lifetime 
lubrication. Prior to 1939, ABC washers 
were equipped with motors which should 
be oiled at least once during every 500 
hours of operation. 
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CLARION Radio sales—following the 


imum inventory, and be sure of se/ling 


— 
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war—will be directed through independ- 
ent appliance dealers and distributors. 
The line is complete and carefully 


planned—including table models, port- 

ables, farm sets, table combinations, 

consoles and console combinations. 
You can satisfy all demands with min- 


features to meet every customer need. 

Sales promotion helps and advertis- 
ing will be liberal. Now is the time to 
make certain that the superior CLARION 
combination of high-grade merchandise 
and maximum co-operation are yours 
for the post-war period. 


Clouons Bught Peace Time Fuline! 


Our work for the armed forces and our years 





: le Invite You Lo aie 


\ of experience in building fine radios will be 
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* 1 THINKING ABOUT YOUR POST-WAR PLANS 14 
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Sales feature for 
a new refrigerator... 


when, and as 





Many refrigerators, doing duty in wartime kitchens, bear the Good 
Housekeeping Seal. 


We believe the performance of these refrigerators—through a time 


when they can’t be replaced—has justified the confidence women 
placed in them originally. 


And we think part of that confidence was inspired by women’s faith 


y 


\ 
\e “ _— om 
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No IF DEFECTIVE OR AS 
TAS ApvertistD HESS 








in Good Housekeeping...and by their knowledge of Good Housekeep- 
ing’s long experience in studying and working with automatic refrig- 
erators and other appliances for the home. 


So—when, and as, this toughest of all wars is won—the Good 
Housekeeping Guaranty Seal can be a helpful sales feature on the 
new refrigerators you'll have for sale. 


The Homemakers’ Bureau of Standards 
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@ 
1 This combination of block and vise makes it easy to work on a wringer. A soft t 
cloth put in the jaws of the vise holds the wringer without scratching. The 
block on which the other end of the wringer rests may be turned around. 
| 
There are plenty of wire brushes in all service shops but the thought of mount- 3 A wringer roll sanding machine can be easily built by using an old electric . 
ing one to the end of an electric drill makes it very portable and handy for motor, a drill chuck and a tail stock for holding the roll at the outer end. { 
cleaning washers before painting. Rough sandpaper nailed on a block of wood is very suitable for sanding rolls. ) 





Keep a stock of white paper on hand and when the roll is cleaned up glue a 


Here is a handy clamp fixture which is ideal for holding a washing machine 


sheet of this paper around the fresh surface, to prevent its soiling. If you 
want to you can have the name of your service shop printed on this paper. 


engine in place when making necessary repairs or testing. 








Ever think of keeping some boxes for your supply of nuts, bolts and other 7 This little device is awfully handy to punch out bearings and makes it possible 
parts right at the end of the work bench? It is very handy and within reach. to do in an instant what often takes quite a bit of fiddling. 
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It’s results that count! Keep that in mind when pick- 
ing the fuel oil heater to win with when we’ve won the 
war, and DUO-THERM will be your choice! For the 


record shows that Duo-Therm consistently has “run the 





table”’ against all competitors. 


























Sales and service education rep- 
resents just one way in which 
Duo-Therm stood out in front be- 





fore war stopped the game. Duo- 
Therm called its shots with the most complete 
training program in the industry —including ed- 
ucational sound sales films and practical sales 
manuals. And this was only one of nine ways in 
which Duo-Therm led the whole field. 


























Q9-way winner 


The record proves that Duo-Therm— before 
its men and machines turned to war work— 
ranked first among fuel oil heaters in: 

















1. Product Performance 6. Advertising and Sales 


2. Sales Volume Promotion 

3. Dealer Profits 7. Sales and Service Education 
4. Product Improvement 8. Permanency of Personnel 
5. Quality and Policies 


9. Financial Stability 


So it’s a cinch that Duo-Therm is the fuel oil heater to win 


J \N 


with when production starts again. 







WRITE 


DUO-THERM 
AND MAKE A DATE 
70 TALK OVER 

POST-WAR 
PLANS 





Duo-lherm 


DIVISION OF MOTOR WHEEL CORPORATION, LANSING, MICHIGAN 


America’s Leading Manufacturer of Fue] 0il Heating Appliances 











THE MOST COMPREHENSIVE BOOK 


“Electrical Living in 194X“ 


Are vou planning ahead for the greatly in- the urgent need for better wiring in their 


future homes. 


re a Oe 





creased electrical loads that household appli- 
ances. and equipment will bring in 194X? We 

‘To help you in your postwar planning, the 
Westinghouse Better Homes Department 


uv 
_ 


has prepared a new and unusual free book. . . livin 


that explains to prospective home owners 


BASEME .> 


“Electrical Living in 194X” a valuable tool 
for selling the idea of better wiring for better 


Send for your copy now! 





are conhdent that vou will find in 


to present and future home owners. 
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Westinghouse Better Homes Department 
offers new “Six-Point Advisory Service” 


The Better Homes Department wel- 
comes the opportunity of giving 
authentic technical information on the 
proper applications of electricity which 
will contribute so much to better living 


in 194X. 

This Six-Point Advisory Service in- 
cludes free advice on the following 
important subjects: 


Tune in John Charles Thomas, 
VBC, Sundays, 2:30 p.m., E.W.T. 
and 

‘Top of the Evening’’ ' 
Vond W’ 1. Selection of correct types of electrical equip- 
onday—W ednesday—Friday ment for various classes of postwar homes. 
Blue Network, 10:15 p. m., E. WT. : ; 
- Location and arrangement of fixed equip- 
ment, for conserving space and attaining 
maximum efficiency in arrangement of 
kitchen and laundry work cycles. 


3. Accurate dimensions and clearances of equip- 


ment to imsure proper installation and 
efficient operation. 
4. Access for servicing of equipment—so neces- 


sary for periodic inspection and repair. 


5. Location of lighting outlets and controls, for 
greater enjoyment, comfort, and safety in 
the home. 


6. Utility 


tion and size of electric wiring, water supply, 
and drainage lines. 


service connections— including loca- 


If you have any problems relating to 
the selection, installation, and use of 
home electrical equipment, write: Bet- 
ter Homes Dept., Westinghouse Elec- 
tric & Mfg. Company, Pittsburgh 30, Pa. 
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OF ITS KIND EVER PUBLISHED! 


ELECTRICAL LIVING 
IN 194X 


This new book is offered to the building profession, 

and allied interests, as a contribution of the 

Westinghouse Better Homes Department to the 

greater enjoyment, comfort, and convenience of 
home owners in 194X. 


Westinghouse 


Plants in 25 cities 


MAIL COUPON TODAY! 


New Free Book 


tells all about 


“BETTER WIRING FOR BETTER LIVING” 


“Electrical Living in 194X”" takes 
the prospect on a personally con- 
ducted tour through a completely 
electrified postwar home! 


It pictures and describes the 
wiring circuits and electrical appli- 
ances in the home of the future . . 
in kitchen, laundry, utility room, 
living and dining rooms, and bed- 
rooms and bath. 


This colorful, 64-page book tells 
all about electrical loads in the 
194X home, lighting and lighting 


Offices Everywhere 


NAME 





POSITION 


FIRM — 


ADDRESS 


controls, circuit protecting devices, 
entrance equipment, and distribu- 
tion panels. 

“Electrical Living in 194X”’ also 
contains valuable technical infor- 
mation on the application and in- 
stallation of fixed and portable 
electric home appliances. 

“Electrical Living in 194X”" will 
be ready for distribution soon. 
The supply is limited. Be sure to 
get your copy, by returning the 
coupon today! 


Better Homes Department A 
Westinghouse Electric & Manufacturing Co. 

306 Fourth Avenue, Pittsburgh 30, Pa. 

Please send my free copy of “Electrical Living in 194X” 





























Specially engineered WHITING units are 
available now — for immediate delivery 
and installation — in capacities of from 
65 to 1,000 pounds of coal per hour! 
All deliveries will be made promptly! 














y | 
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WHITING Gnercial St 


4711-21 W. NORTH AVENUE 


THE PICTURE! 
| wr 
y ont 4,000,000 


BURN 25, OR MORE, TONS OF 
COAL ANNUALLY! 


Government release of stokers creates an im- 
mediate potential market of over 4,000,000! 
Larger residences, 2 and 3 family flats, 
apartments, restaurants, factories, office 
buildings, hospitals, churches, theatres, 
garages, schools, clubs, hotels, stores . . . 
all are interested in saving fuel, money and 
manpower—the WHITING Stoker way! 


Get the sales...and profits...with WHITING! 


The performance record of WHITING Stokers gives you the 
selling advantage! From coast to coast, many of the nation’s 
most famous buildings are now being served faithfully—even 
under some of the most difficult conditions—by WHITING! 
WHITING Stokers are famous for delivering maximum heat 
from minimum fuel . . . famous because WHITING has pioneered 
more efficient mechanical stoker improvements than any other 
stoker manufacturer! W rite to WHITING today! Get complete 
information on how you can get a quick start in this sound, 
profitable business! 


WHITING IN THE 
POSTWAR PICTURE 


Millions of homes will be prospects 
for WHITING’S new line of postwar 
domestic units! Be among the first to 
get this new line by building a stoker 
business with WHITING today! 





* CHICAGO 39, ILLINOIS 



































( nique Industry Conference 


The Electric Institute of Washington is host to 1,000 
electrical industry representatives on the occasion of 





AN INDUSTRY 
UNITED for 
SERVICE 


Eric Johnston, president of the Chamber of Commerce of the United 
States, addressed the meeting on the subject “American Business and the 
Peace’, a plea for free enterprise in the American system and a vivid 
description of the opportunities the country faces in the post-war era. 


RIC JOHNSTON, 


the Chamber of 


president of 
Commerce of 
States, was the 
principal speaker before 1,000 repre- 


the United 


sentatives of the electrical industry and 
er business executives who attended 
meeting of The Elec- 
Washington, held 


the 10th annual 
Institute 

17 1 1 

March 21st 

Dr. Willia chairman 


of the board, Union Electric Company 


MeClellan, 





of Missouri, and one of those responsi- 
ble for the inception of The Electric 
Institute, stressed the very special 


pportunity for the expression oi in- 
dividual initiative afforded 
executives of electric utilities. 

“One of the greatest difficulties con- 
fronting the 
tilities, is to avoid the possible com 
which come 
peration of a monopoly which offers 
a service essential to a community. In 
ther businesses, customers can select 
he bank, the store, the factory which 
ley think them best; in a 

onopoly, the customer has no choice 
nd all he can do is complain either 

) the company or to the regulatory 

mmission. It is very there- 
ire, for utility executives to rest on 
heir laurels. to provide less than com- 
pletely satisfactory service, and to con- 
tinue operations under old methods and 

/rmer practices.” 

He stated that it 
f developing an 


which is 


executives of electric 


placency may with 


serves 


easy, 


field 


service 


was in this 
improved 
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which would be superior to any service 
which might be provided by the com- 
munity itself, in which everyone con- 
with the electric utility has a 
tremendous opportunity for the expres- 
sion of individual initiative. 

Mr. A. G. Neal, president of the 
Potomac Electric Power Co., 


“Since the 


nected 


stated, 
industry’s first 
power house was built, the utility has 
been dependent upon other branches 
of the industry for light bulbs, appli- 
ances and equipment through which it 
could render service to the public. The 
Electric Power Co. has 
always recognized a responsibility to 


, —_— 
electrical 


Potomac 


its customers considerably beyond the 
end of its distribution system and has 
advised its customers as to the type 
f equipment which would best serve 
their well as how best to 
make use of that equipment after it 
was installed. 

“Participation of Pepco, therefore, 
with the balance of the industry, in 
the Electric Institute of Washington 
was a very logical development of the 


needs, as 


company’s basic policy of rendering 
electric service to its customers.” 

Mr. Neal then outlined the 
tions which preceded the organization 
of the Electric Institute ten years ago. 
“Some power companies throughout 
the country,” he said, “had been forced 
out of merchandising by legislation; 
some had retired from appliance selling 
to improve public or dealer relations: 


condi- 


1944 


its 10th annual meeting . . . Eric Johnston, president of 


the Chamber of Commerce of the United States, delivers 


principal address 


others had adapted their merchandis- 
ing practices to stimulate appliance 
sales through normal retail channels. 

“Prior to the organization of the 
Institute, the company had a com- 
plete freedom of choice between ag- 
gressive, direct merchandising, a half- 
way position of power company mer- 
chandising with dealer help, or a non- 
merchandising operation with power 
company promotion directed through 
a cooperative industry organization. 
After months of studying the local 
market, it determined that the 
Institute should be organized and that 
the Potomac Electric Power Co. 
should discontinue its direct merchan- 
dising.” 

At the conclusion of his address, Mr. 
Neal introduced Mr. Eric Johnston as 
the principal speaker of the evening. 

J. S. Bartlett, managing director of 
the Electric Institute, commenting 
on the results of cooperative effort, 
described the “shopping center where 
nothing was for sale,” 


was 


which was or- 
ganized as a part of the Institute’s 
educational program for the public, 
and which consisted of 10,000 square 
feet of exhibit where all types 
of electrical merchandise were on dis- 
play. In describing the post-war plans 
of the Institute, he stated that much 
of the cooperative effort of the indus- 
try in Washington would be pointed 
toward supporting the efforts of manu- 


space 





Dr. William McClellan, 
board of the Union Electric Company of 
Missouri, stressed the opportunity for indi- 
vidual initiative confronting utilities. 


chairman of the 


iacturers and wholesalers in the train- 
ing of retail salesmen, through supple- 
menting their “product” training by 
training of the salesman in the utiliza 
tion of the product and in assisting 
him in solving his problems with indi- 
vidual prospects at the customer level. 

Mr. Johnston’s presence at the meet- 
ing was particularly significant, not 
only because he is the most prominent 
and active spokesman in wartime 
Washington for American business 
men, but also because he is the head 
of three large electric sales and manu- 


facturing corporations. Today, he is 


president of: Brown-Johnston Co., 
electric appliance retailers; Wayne- 
Burnaby, electrical contractors who 


work on jobs of a million dollars each, 
or better; and Columbia Electric and 
Manufacturing Co., manufacturers. 
George F. Kindley, vice president 
of Edgar Morris Sales Co., who served 
as president of the Electric Institute 
during 1942 and 1943, presided at the 
meeting. Officers of the Institute for 
1944 were introduced: 
x & McCarthy, 
sional merchandise manager 
ward & Lothrop; N. H. 
president, sales manager Potomac 
Electric Power Co.; K. D. Boucher, 
secretary sales manager The United 
Clay Products Co.; N. E. Burdette, 
treasurer secretary Refrigeration Sup- 


ply Co., Inc. 


president, livi- 
W ood- 


3arnes, vice- 





A. G. Neal, president of the Potomac Elec- 
tric Power Co., described the origins of the 
Electric Institute of Washington as an in- 
dustry promotional force. 
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Hotpoint is Pre-selling 





.- with Powerful—-Dynamic 


New Advertising Technique 


OTICE Hotpoint’s 1944 national advertising in 

the magazines shown below. For the first time in 
electric kitchen advertising, Hotpoint introduces, in its 
1944 program, the “cut-away” technique. This is a favor- 
ite editorial method of popular national magazines for 
pictorializing construction details. The “cut-away” gives 
a visual explanation of the inside of a Hotpoint Electric 
Kitchen 


ances 


points reader interest to all kitchen appli- 
clearly defines the meaning of a Hotpoint Elec- 
tric Kitchen. It sells the whole kitchen as a complete 
unit, rather than the individual appliances. Hotpoint’s 
advertising technique for 1944 shows them “what makes 
a Hotpoint Electric Kitchen tick.” It is adding constantly 
to the already tremendous interest in Hotpoint. 


Following Through on the Bond Wagon Drive 


This new advertising follows logically the very success- 
ful “Bond Wagon” campaign of the past two years, 
which featured “Buy War Bonds Today — Electric 


Kitchens Tomorrow.” That campaign did a triple job: 
1. Sold War Bonds. 2. Made the public want Hotpoint 
Electric Kitchens. 3. Provided for payment of those 
Kitchens with War Bond savings. 


Reaching the Mass Market 


In all this advertising, the big appeal is to the mass mar- 
ket. Each advertisement stresses that even low-cost 
homes can afford Hotpoint Electric Kitchens. And re- 
member that these advertisements are talking to both 
town and farm families right in your community. 


With thousands of families saving and planning for 
Hotpoint Electric Kitchens, the Hotpoint franchise 
means more today than ever before. 

Write for free copy of the beautiful 28-page guide for 
Kitchen planning—“Your Next Kitchen by Hotpoint.” 
Edison General Electric Appliance Company, Inc. 
5620 West Taylor Street, Chicago 44, Illinois 
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ELECTRIC KITCHENS 





REFRIGERATORS - RANGES - WATER HEATERS - WASHERS AND IRONERS - CLOTHES DRYERS - AUTOMATIC DISHWASHERS - ELECTRASINK - STEEL CABINEIS 
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ES, it’s true! Your dream kitchen 

is almost a reality. That Hotpoint 
Electric Kitchen you and Jim have 
been saving War Bonds for will be 
priced so reasonably even modest 
incomes can afford one! 





And it's going to be as practical as it 
is beautiful! For our engineers and 
designers know how to combine mod 
ern utility and modern styling so that 
your new room will be not only a 
time-saver but a real joy in which to 
work and live! 
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SEE FOR YOURSELF 











Y Pras Lone-tire sreex HOW THE HOTPOINT KITCHEN 
pe. | eurdesar <7 CABINETS PUSH COORE ia SERVES YOU 
; ot =I two-speco The cost of a as tpoint Electric Kitchen 
if bout ! { bome-dutidin 05 
mek a | BROILER UNIT ~ Mes —— ai 
i AUTOMATIC DISHWASHER tts ata | “th NI 
' ‘ j o* 
i HIGH srt be mca WASHES, RINSES AND DRIES wig WwW : FOUR MAJOR CENTERS SIMPLIFY 
' | CALROO unir DISHES, POTS AND PANS 7 te . MATCHED & 
4 ELECTRIC GARBAGE \ ice-mAKin@ AND VD Ao WORK IN THE HOTPOINT 
go ts = ai < ~ ; 
pcm FROZEN STORAGE ~~H J $4 — ELECTRIC KITCHEN 
coer | \ STNR \ 2 ‘ = 
} + / \ Lt “Woe 4 Food Preservation Center — Hotpoint Electric 
c= - x \ ~ > Refrigerator keeps foods fresh. longer 
t i ee 4 a ’ provides faster, thriftier freezing and bet- 
® ty , * mW ter storage space. 
\ as “4 4 Food Preparation Center — Hotpoint Electric 
‘ ~~ be ed ; y 
e Mo J | s7 i ‘— Range, with all utensils stored within 
x \ a : 4 Po. J +3 ~~ pear arm's length, cooks faster and thriftier. 
‘ \ . j j STORAGE Since there’s no combustion dirt, pans 
. oe A Ma walls stay clean. Automatic controls en 
~\\ N\ f . z a“ , cause of cooking failures. 
\ ° J . Lf” f Sanitation Center— Hotpoint Electric Dish- 
st ‘ Two washer, Sink and Disposall wash and dr 
ROLLER PAN STORAGE VEGETABLE rts : peg , fran 
STORAGE naan y lishes, pots and pans cleaner than ever 
DRAWERS aenees sareieaeic even CRISPERS saestesnan atuee without your hands touching water. Food 
SLIDING SHELVES esanne-euaes waste is whisked away electrically. Space 


j 


provided for soap, towels, etc. 


Equipr@ent Storage — Electrically lighted Hor- 
’ point Steel Cabinets afford abundant space 
: : for dishes, utensils and dry foods. 
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send me your new kitchen planning guide entitled, ‘'Y 
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When peace comes... 


it will be Grand 


No day-dream models made out of | 
pressed milkweed or other exotic sub- 
stances—the new postwar GRANDS 
will be packed with improved features 
that women want... practical, effi- 
cient, modern features that we can tell 
you about right now. For one thing, a 
convenient High Broiler that takes the 


backache out of broiling. 


All the efficient features of the pre-war 
Grand Ranges, giving tireless service 
today, are continuing todoa selling job 
. building consumer enthu- 


for you .. 


siasm for the newer Grands to come. 


GAS RANGES 


GRAND HOME APPLIANCE COMPANY «© CLEVELAND, OHIO 
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In one year these two chefs prepared 1,560,000 well-balanced “Health for 


Victory" meals for workers at the Caterpillar Tractor Co. in Peoria, Ill. Selling 
for 30 cents and including milk and a salad, the H for V special is ordered by 
nearly 70 per cent of the 9,800 workers who eat in the plant cafeteria. 


HE temperature was 13 degrees 

below zero—coldest day of the 
winter—when 1,823 women trudged 
through the snow on January 19, 1943, 
to attend a “Health for Victory” nu- 
trition meeting at the Shrine Mosque 
in Peoria, Il. 

They had read in the newspapers 
ind heard over the radio that a new 
kind of city-wide club was to be 
formed, an organization that would 
help housewives with their job of pro- 
viding health-building meals for their 
children and their husbands busy work- 
ing in war plants. 

Already finding it hard to get cer- 
tain foods and realizing that ration- 
ing of meat and canned goods was sure 
to come, these homemakers were more 
than willing to venture out on an icy 
lay if they could get some practical 
issistance in coping with wartime food 
conditions. 


Reaches 500,000 Women 


They got that help from Mrs. Julia 
Kiene of Mansfield, Ohio, director of 
the Westinghouse Home Economics 
Institute and founder of the Health 
for Victory nutrition program which 
in the past two years has reached over 
half a million American housewives 
ind served over 1,350 war plants. 

Mrs. Kiene’s idea was simple, practi- 
cal, understandable. It was this: first 
show women what foods must be in- 
cluded in the daily meals to safe- 
guard health; second, show them how 
to cook to preserve vitamins and min- 
erals in foods, and third, keep them 
up-to-date on changing food condi- 
tions and supply a monthly meal plan- 
ning guide containing daily menus that 
take into consideration food short- 
ages and rationing. 

And now let’s take a look at the 
results of the monthly Health for Vic- 
tory meetings in Peoria which followed 
the first assemblage of housewives. 
A total of 11,400 women joined the 
city-wide club, which meant that the 
Health for Victory way of planning 
health-building meals reached approxi- 
mately 40,000 out of 110,000 persons 
in Peoria. 

Some 49 industrial plants adopted 
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the nutrition program as a regular part 
of their employe activities, inviting 
wives and mothers of their workers to 
attend the monthly meetings and see 
and hear home economists demonstrate 
and explain such subjects as “How 
to Stretch Meat Ration Points” and 
“How to Can.” 

A typical example of these indus- 
trial firms is Caterpillar Tractor which 
makes tractors. Diesel engines, 
portable generator sets and road ma- 
chinery serving on every fighting front. 

Here’s what Dr. Harold A. Von- 
achen, medical director of the Cater- 
pillar Company, has to say about 
Health for Victory: “This nutrition 
program has been a vital factor in 
improving the health of ‘Caterpillar’ 
workers and Peoria people in general. 
It has helped decrease accidents caused 
by fatigue and has reduced cost of 
medical care and _ hospitalization.” 


Cuts Down Absenteeism 


Regarding absenteeism, Doctor 
Vonachen said Health for Victory 
and its stress on well-balanced meals 
has been partly responsible for cut- 
ting down lost time at “Caterpillar” 
due to illness. 

No small part of the credit for the 
improvement in food habits among 
employes at the big Peoria tractor 
firm belongs to Mrs. Pearl Tullett, 
manager of the “Caterpillar” cafeteria. 
To encourage workers to eat properly 
balanced lunches, Mrs. Tullett plans 
a series of Health for Victory lunches 
and offered them—with no substitu- 
tions permitted—at 30 cents. 

With milk and a salad included in 
every “H for V” lunch, the cafeteria 
in one year sold 1,560,000 of these 
balanced meals out of a total of 2,340,- 
000 food orders placed. Every day 
approximately 6,000 out of 9,800 
“Caterpillar” workers say, “an H for 
V lunch, please.” 

Sale of milk jumped from an aver- 
age of 1,470 to 2,795 pints per day, 
and emphasis on the importance of 
eating wholewheat bread made this 
food so popular that today three- 
fourths of all “Caterpillar” workers 
eating in the cafeteria order it. 
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Millions now know the difference between a frozen food 
cabinet and a genuine Deepfreeze. 


That’s because of a consistent campaign of Deepfreeze 
educational advertising in The Saturday Evening Post, 
American Home, Better Homes and Gardens, The Country 
Gentleman, Capper’s Farmer, Successful Farming and other 
leading magazines. Attention-compelling full page adver- 
tisements! 


Yes, and millions are interested in learning how the 


Cartridge cases, airplane nose and tail gun turrets, 
blood desiccating units and industrial freezing equip- 
ment are among the war products that Motor Products 
Corporation is proud to be making to speed the day 
AWARDED of Victory. 
DETROIT PLANT 


TRADE MARK REG. U.S. PAT. OFFICE 


EDITEEZE 


Deeptreeze 


the first successful home 
freezer, built by the world’s 
largest manufacturer of 
sub-zero quick freezing 
frozen food storage units. 





time-tested, performance-proved dependability of Deep-— 
freeze means better living! How Deepfreeze conserves and 
deliciously preserves fruits, vegetables, meats, poultry, 
many another vital food! How Deepfreeze saves trips to 
market, minutes and money, wear and tear on motor cars! 

Someday this widespread interest in Deepfreeze will mean 
millions of sales for Deepfreeze dealers and distributors. 

Now is the time to start planning to cash in on that day. 
Mail coupon now for full particulars. 


we MAIL COUPON Now! = a & 


Motor Products Corporation 
Deepfreeze Division, 2400 Davis Street, North Chicago, IIL 


Gentlemen: I am interested in getting full information regarding Deepfreeze 
postwar selling opportunities. 





MOTOR PRODUCTS CORPORATION 


Deepfreeze Division: 2400 Davis Street, North Chicago, Illinois 
Main Plant: Detroit, Michigan 
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Canadian Plant: Walkerville, Ontario 
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ANOTHER WARTIME SERVICE 


™portant volume. s 


Continuous extensive 
research... 


A thorough study of the Home 
Freezer Business is going on con- 
tinuously at Frigidaire to help both 
the Frigidaire dealer and user now 
and in the future. It covers such 
subjects as methods of preparing 
foods for freezing; proper packag- 
ing materials and techniques, the 
effect of different temperatures 
upon appearance, taste and food 
values, food-buying habits, prod- 
uct design, anticipated future pur- 











chases, etc. 





4 Helpful book offered 


Two new books for in advertisin 
Home Freezer users Pees 

















The booklet “How to Freez 
and Store Foods” is offered 
in Frigidaire’s 1944 adver 
ising. Through this paral 
using, in a long list of ma .. 
azines, millions of people in 
cities, small towns a 


How to Freeze and Store Foods, 
a 28-page booklet that gives au- 





thoritative information on proper 
preparation, packaging, freezing, 


— and cooking of frozen fms sre | nd on 
oods. , fe being told h 

Frigidai nied 

Home Freezer Inventory Record — nd gaa ae are 
: nserve : 

provides an easy way to thousands of homes ood in 















keep up-to-date inventory 
of everything stored, in- 
cluding its description, 
weight or size, quantity, 
date and where stored and 
removal record, 








Food Fights for Freedom! 


Grow more in 
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People, Products, Plans 


April, 1944 














WPB Reviews Conservation Orders; 
No Major Appliance Production In Sight 


Definite quality improvement and in 
some instances increased production of 
some minor civilian goods can be ex- 
pected by consumers in the next few 
months, the Office of War Information 
reported recently on the basis of the 
War Production Board’s revision of a 
number of limitation and conservation 
orders during the last few months. 
Any forecast, the WPB says, may be 
upset at any time by an unexpected 
turn in military events. 

There are no early prospects for the 
production of heavy durable consum- 
ers’ goods such as automobiles, washing 
machines, mechanical refrigerators, 
vacuum cleaners or radios. Plant fa- 
cilities as well as certain component 
parts and raw materials required to 
make these items continue to be needed 
for war production. 

WPB has been reviewing for some 
months its limitation and materials 
orders so that strictly essential civilian 
supplies can be rounded out. (WPB 
orders limit the quantity production of 
specified articles, restrict materials 
used in the articles, or both.) 

Review of these orders is affecting 
the production of quality of the fol- 
lowing civilian articies: 


Electric Irons 


No electric irons are yet being made, 
but a WPB order permitting manu- 
facturers to make 2,000,000 electric 
irons for civilian use and 76,000 for 
Army, Navy, Maritime Commission, 
Lend-Lease and export purposes was 
issued February 24. The number of 
electric irons to be manufactured is 
about 43 percent of 1940’s output. 

Under the order, manufacturers 
must apply to the WPB for produc- 
tion quotas; their facilities must be“in- 
vestigated by local WPB offices to see 
that the making of electric irons will 
not interfere with war work, and 
their applications must be approved 
by the Consumers Durable Goods Di- 
vision of WPB in Washington. WPB 
officials estimate that the process of 
approving applications, investigating 
facilities, allocating materials and the 
setting up of assembly lines will take 
at least six weeks. The manufacture 
of electric irons will probably not 
begin until May under the most favor- 


able circumstances and WPB estimates 
it will take four months after produc- 
tion is started for the irons to reach 
dealers’ shelves in any quantity. 

Under regulations of the Office of 
Price Administration, the ceiling prices 
of the electric irons to be produced 
are the prices at which the same 
models were sold in March, 1942. 
Some manufacturers will be able to 
proceed on this basis. A few have 
informally advised OPA that they 
would petition for a price increase. 
Action by OPA on such petitions 
will not delay delivery of the irons 
since decisions can be reached before 
production lines are in operation. 

The electric irons will not be ra- 
tioned. WPB is asking manufacturers 
to distribute a large share of the irons 
to war production areas. 


Ice Refrigerators 


Current permitted production of ice- 
boxes in the first quarter of 1944 is 
40,000 more units than the rate 
allowed in the last quarter of 1943. 
The refrigerators are available to all 
purchasers without restriction and are 
now on the market. 

The scheduled production rate of ice 
refrigerators for the first quarter of 
1944 is more than five times the pre- 
war rate: 269,809 as compared to pre- 
war quarterly production of 50,000. 
WPB has drawn up a program to 
meet this year’s needs, calling for the 
manufacture of 821,000 iceboxes (of 
which 600,000 are strictly for con- 
sumer use) as compared with 633,000 
iceboxes produced last year. The 
greater output has been encouraged 
because no mechanical refrigerators 
have been produced since early in 1942, 
nor can they be until facilities and 
skilled workers are released from 
war work and until fractional horse- 
power motors, copper wire and re- 
frigerants are in greater supply. 


Electric Ranges 


Production in 1944 of three-burner 
and standard electric ranges was first 
scheduled to be 64,000, but the number 
to be made has now been increased 
to 88,000. 

Civilians will get all the standard, 
four-burner ranges to be made and 
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will share with the Federal Housing 
Administration a supply of 68,000 
ranges—more ranges than originally 
scheduled for all claimants. As the 
WPB order under which the ranges 
would be manufactured has not yet 
been issued, consumers may not be 


able to obtain the ranges before Sep- 
tember. 

The ranges will not be rationed. 
They will be sold through normal 
trade channels, but the purchaser may 
have to present a certificate of neces- 
sity. Families which have no stoves 
or those recently setting up house- 
keeping will be given priority. 

Twenty thousand ranges will go to 
the Army, the Federal Public Housing 
Authority and for export. 


Radio Tubes 


& 5 ° * 
The number 6f radio tubes for civil- 
ian use will continue inadequate for 
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Tr 15 THE KITCHEN where clccericity reignt sopreme as woman's friced and helper... 
Blectetc Refrigerator, Electric Range, klestric Dishwasher, Elects i: Despesal (on gattage, Electric 
Kitchen Ventilater, and plenty of Hor Water Heated Blectrically With ches famous heipers 

{ poor bitchen dati: wilh change feom 9 “TASK” w an operation you'll cojoy. Whe All-Elecerte 
Kitchen with in vparkling beauty and comrenient arrangement, will be the “THRILL” room 
‘eof your home. Thoussnds'of Minacapolis homemaker endorse all-clecin: operation for che 
keiechee. They know che clean, safe service electricity provides has po equal. 


ELECTRIC APPLIANCE DEALERS ASSOCIATION fecous To 











GETTING READY FOR THE BOOM—This full-page advertisement, which will appear 
in three Minneapolis dailies, is the opening gun in another powerful ad campaign 
sponsored jointly by the Electric Appliance Dealers Association of Minneapolis and 
the Northern States Power Co. William G. Steufer, president of the association, said 
the aim of the 1944 program was to keep the public conscious of the need for appliances 
so they will rate tops on the prospect's buying list. 
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HELL GET A SINGING GLOW FROM BATH TOWELS GIVEN THIS EXPERT CARE! 


2 
(<a 
Sap. 
spr 8) 


Wosh in HOT, softened water—! 20° to 130° or Wring towels into hot, agitated rinse of clear, 
as hot os hands can stand. Use plenty of suds. softened water; swish them very thor oughly. 


nate 








/ 


- 
pie’ rar 
pay 


Repeat rime until water is decor. Soap residue Wring towels, shake vigorously for drying. 
lelt in your towels couses dingy groyness When dry, shake and fold without womeg. 


a 

Jhurell come a day when washing towels will be sim 
plified to “put "em in—set the dials—take “em out!” They'll 
come out gay and luxurious, made soft and fresh by the 
Westinghouse Laundromat. 

This postwar appliance, already tested in twenty five 
thousand homes, has proved that it can make dreams come 
true. Its operation is completely automatic it fills itself with 
water, washes, rinses, spins amazingly dry, shuts itsel/ off. 

Yes, the day will come when Westinghouse, maker of 
30,000,000 worthy appliances, will give you this entirely new 
and patented method of home laundering. That is why the 


Laundromat is worth waiting and saving for. Buy War Bonds. 


<8 Westi 
Send, foo Tit Free Boooklal — esti ghouse 4 heat 


Offices Everywhere 


48.page Home Loundering Guide, a war- - Plants in 25 Cities .. 
time service of Westinghouse Home Fro 
nomics Institute, write 400 East 4th Street 


hio Tune in on John Charles Thomas, Westinghouse Program, NBC, Sunday, 2:30 P. M., E.W.¥, 
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Perhaps we’re biased! But we believe this major adver- 
tising campaign, TO START IMMEDIATELY, on the 
Westinghouse automatic washer—the Laundromat— is 
the season’s biggest news in the appliance industry. 

The Laundromat is typical of the kind of postwar 
electric appliances Westinghouse will offer. It’s a revolu- 
tionary product—patented in its method of operation— 
daring in design—outstanding in efficiency. But it’s far 
past the blueprint stage. It has already proved it can 
make dreams come true—for today 25,000 Laundromats 
are operating in American homes in just a few terri- 
tories, and all sold before Pearl Harbor. 

You’ve wanted dope on postwar plans. The public 
wants information on postwar products. So we believe 
this is the time to release dramatically some news of 





BETTER CARE (° 


\ Oras /] 
POR nme COMSERTRTIOm FHOGe 
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what consumers can expect in the postwar world ; ; ; not 
the day the war ends, but in the years that follow. 

There is another big reason for this Laundromat cam- 
paign. Notice the ad closely. It helps on a much-needed 
wartime job that Uncle Sam wants done—the conserva- 
tion of clothes and textiles. So each Laundromat ad gives 
laundering information on specific clothing or textile 
articles—rayons, colored clothes, men’s shirts, slip covers, 
curtains, and others. This advertising not only gives 
postwar news but advice that’s needed right now. 

Startingon April7,adslike the one shown here will appear 
in 4 colors in top-flight magazines. Laundromat “‘commer- 
cials’”’ will be on the air in our ““Top of the Evening’’ Blue 
Network radio program. And, further news of this new 
Westinghouse promotion will be released early in May. 








LESS REPAIR 





WESTINGHOUSE PRESENTS: John Charles Thomas, NBC Network, Sunday, 2:30 P.M., E.W.T. 


‘Top of the Evening’’, 
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Blue Network, Mon., Wed., Fri., 10:15 P.M., E.W.T. 
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Write, right 
Now... 





for the Facts on LINK-BELT’S 


Polit Building 


STOKER SALES PLAN 





EASY TRIBUTE—At the [Ith annual banquet of the Easy Washing Machine Corp.'s 
Ten-Year Club, held recently at Syracuse, the 500 persons attending paid a 94-second 
silent tribute to the 94 Easy men serving overseas. A total of 438 Easy employees s’ 
are in the armed forces, 12 of them having served the corporation 10 years or more. 








Prepare now to meet the huge peace-time de- 
mand for domestic stokers. People know coal is 
the economical, even-burning fuel. They know 
that stokers are the most efficient way to burn coal. 
Ten million coal-heated homes in America do not 
now have stokers. Their owners want stokers—as 
soon as they can get them! Will you be ready to 
satisfy the demand? 

Link-Belt Automatic Coal Stokers are products 
you can recommend with confidence. They have 
many features that invite sales ... features that 
your customers will brag about! 


Link-Belt Company has gained an enviable 
reputation for engineering know-how. For 68 
years, its name has stood for advanced design, sub- 
stantial construction, and aggressive salesmanship. 
Today, Link-Belt offers you an opportunity to 
capitalize on this reputation by becoming a Link- 
Belt Stoker Distributor or Dealer. 


A limited number of Link-Belt Stoker fran- 
chises are available now. Your territory may be 
open. Write today for details on this franchise 
and our attractive profit-building plan. 


LINK-BELT COMPANY 
Mfg. Plant and Sales Headquarters 
2410 West 18th St., Chicago 8, Illinois 











“Challenger’ Bituminous Hopper 
Model illustrated. Also made in 
Anthracite Model. Bin-Fed Models 
for Bituminous and Anthracite. 


NOW! 


Link-Belt Automat 
Coal Stokers are avail 
able to consumers of 
25 tons of coal or 
more a year 


<a 


Closed-Hopper 
Commercial Model 








Open-Hopper 
Industrial Model 


Commercial and Indus 

trial Models from 65 

Ibs. to 1200 Ibs. per 
hour 











AUTOMATIC COAL STOKERS 
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all needs, because military require- 
ments for electronic equipment for 
combat use are increasing. The tubes, 
however, being manufactured for civil- 
ian sets for the first time will be 
of the more critically needed types. 
Although civilians were able to pur- 
chase an overflow from military orders 
of 5,500,000 radio tubes in the last 
quarter of 1943, these were a result 
of haphazard production and did not 
include a sufficient number of “hard- 
to-get” types. 


4,500,000 Tubes Scheduled 


For the first time, WPB has actu- 
ally scheduled in the first quarter of 
1944 a minimum of 4,500,000 radio 
tubes for civilians of the “hard-to-get” 
types. These tubes will be stamped 
“MR”, that is, they can be used only 
for maintenance, repair or operating 
supplies and will thus be channeled 
into the civilian market only. 

At least 18,000,000 “MR” tubes (less 
than half of normal replacements) are 
anticipated for civilians this year— 
and probably more—because manufac- 
turers are permitted to produce “over- 
runs” above quota, if military orders 
are completed and if facilities and labor 
are available. 

While increased production is not 
expected to meet all present civilian 
needs for radio tube replacements, 
WPB expects it to improve materially 
the current shortage. More than 33,- 
000,000 radio tubes for replacement 
purposes were manufactured in 1941 in 
addition to tubes in 8,000,000 new radio 
sets which were sold. But production 
of new civilian sets has not been per- 
mitted since April, 1942. The number 
of tubes needed for replacement in 
civilian sets in 1944 is estimated at 
more than 41,000,000 because of the 
backlog of demand for tubes, longer 
radio listening hours and the use of 
old or repaired radios. 

More equitable distribution of radio 
tubes to civilians will be made possible 
by the WPB directive to manufactur- 
ers to trade among themselves the 
various types of radio tube each man- 
ufactures. Each company will then 
have a balanced stock of radio tubes 
from which jobbers will be able to ob- 
tain a certain percentage of their 1941 
purchases of each type of tube. 


Dry Cell Batteries 


Shipments of dry cell batteries to 
civilians this year are not expected 
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to exceed the number delivered to 
civilians in 1943. Last year, the dry 
battery industry produced 3,750,000 


radio battery packs, as compared with 
the 3,500,000 produced in 1940. All 
but two percent of the dry cell bat- 
teries made in 1943 went to rural 
users. 

Approximately half as many flash- 
light batteries were shipped in 1943 as 
in 1940, and many of these did not 
reach the retail market. War plants, 
public utilities and other users, whose 
requirements had increased as a result 
of the war, received a much greater 
share than in 1940. 

The quantity of essential civilian 
batteries made this year will be limited 
by the capacity of equipment not 
adaptable for production of military 
type batteries, used in walkie-talkie, 
bazookas, signal lights and other war 
equipment. 


Prospects for Durable Goods 


These small increases in civilian 
goods do not spell the production of 
such durable consumers’ goods as 
radios, refrigerators, washing ma- 
‘hines or automobiles. Even the pro- 
duction of 2,000,000 electric irons—an 
emergency program—will take only 
about 1,500 tons of steel and only 500 
workers, mostly women. 

Electric irons to be manufactured 
will be 43 percent of 1940 output. The 
same production—43 percent of 1940 
refrigerator output—would require at 
least a hundred times as much steel, 
and proportionately larger amounts of 
aluminum, copper, nickel, tin, rubber 
and other materials. 


Manpower Problem 


Even if these materials or substi- 
tutes were available, a comparable re- 
frigerator program would require 
15,000 to 20,000 workers. WPB says 
relatively few of the workers making 
electric irons are skilled, but a large 
part of the refrigerator labor force 
has the skills needed in war work. 

Moreover, three essential refriger- 
ator components—fractional horse- 
power motors, compressors and ther- 
mostatic controls—are highly critical 
and are absorbed by military needs. 
And practically 100 percent of refriger- 
ator plant facilities are converted. 

Large scale resumption of produc- 
tion for civilians must wait until the 
military situation is more clearly de- 
fined. Industry, according to WPB, 
must be kept flexible so that it can 
take up new war work at a moment’s 
notice. 
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A complete line of quality home appliances, war work is done. Advertising, merchandising, 


performance-proved...PROFIT-PROVED. Ex- promotional programs that win demand, speed 


clusive features, exclusive items. Top quality at © KNAPP-MONARCH & = ‘urnover, build permanent profit for the pros- 
a price that gives customers big value per dollar } & perous years of peace. That’s the Postwar Plan 


and gives dealers full margins. Production plans g Y ~ that ¥eM- Has for You. 


that assure earliest possible delivery when our KEEP ON BUYING WAR BONDS 


TIE YOUR POSTWAR PLANNING TO BM—THE TIME-TESTED LINE 
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The pad you cant bee... 




























Of course you can’t even see post war products yet... 
but when they get here we know they are going to be 
pretty fine. One reason is that the parts in them will be 
better due to the precision techniques learned in war. 


Rubber parts today are precision made, too. Some of 
them we make must be accurate to a thousandth of an 
inch ... and stay resilient at terrific extremes of tem- 
perature and pressure. 


Thousands of such small parts make the efficient, unbeat- 
able operation of America’s war machines possible... 
all Johnson Rubber production today is for Uncle Sam. 


There will come a day, though, when we all have to think 
about transferring the boys’ names from the honor roll 
to the pay roll, and getting back to our regular job of 
supplying a peacetime market. To meet that great day 
with a minimum of time waste is important to the boys 


coming back . . . and important to you. 


Lay your plans now. Let us help you. Johnson engineers 
and designers can help you solve problems in your post 
war products ... and come up with the right answers in 
the right kind of rubber in the specific 
part you need... and this precision 
in rubber perfected in wartime will 





Make Rubber Stocks 


STRETCH 


They are a war- 
time weapon! 


serve you well in peacetime. 


We will be ready to supply you when the time 


comes ... but the time to think about it and 








plan ahead is now... not then. 





The FOHNSON RUBBER COMPANY 
Middlefield, Ohio pte 


CR] 
MOLDED & EXTRUDED RUBBER PARTS FOR INDUSTRY'S VITAL ASSEMBLIES © A 





Indispensable in War— Essential in Peace 






































“VITAMINS FOR VICTORY"—Landers, Frary & Clark has started a series of “Vitamin's 
for Victory" nutrition-cooking schools for employees of Universal plants. Under the 
direction of Miss Margurette Reinhart, director of the Universal Laboratory for 
Modern Living, classes of instruction are being held weekly to teach the “why and how" 
of good eating. During the course discussion will center around the purchase, preser- 
vation and preparation of foods and the saving of time, money and ration points. 





Adequate Wiring Bureau Plans 
National Training Program 


Realizing that a new “know how” 
will be required for the electrical wir- 
ing job in postwar home building, the 
National Adequate Wiring Bureau has 
announced plans for a national infor- 
mation and training program to ail 
the building fraternity. This, the wir- 
ing branch, the youngest in the build- 
ing industry, will also undertake, 
through bureaus located in building 
centers across the country, to provide 
the jobs for 11,000,000 additional man- 
hours of labor and the training of 
application engineers needed for ade- 
quate electrical wiring installations in 
the first million homes. 

This announcement was made at a 
meeting at the Canadian Club, New 
York, on March 9th, which was at- 
tended by editors of the building, 
architectural and electrical press. 


Hood in Keynote Address 


In a keynote address by Arthur 
Hood on “Let’s Be Realistic About 
Tomorrow's Homes,” some of the basic 
factors which stand between the build- 
ing industry and its postwar oppor- 
tunities were presented. Mr. Hood, 
who is chairman of the Post-war Mar- 
keting Committee of the Producers’ 
Council, and director of dealer rela 
tions, Johns-Manville Corp., was in- 
troduced by Herbert Metz, chairman 
of the Executive Committee National 
Adequate Wiring Bureau. 

A. E. Schanuel, field representative 
of the National Adequate Wiring Bu- 
reau, characterized the electrical wir- 
ing job in postwar home building as a 
major operation 

“It is true,” Mr. Schanuel asserted, 
“that in the past the electrical wiring 
job has been incidental*to the complex 
and composite job of building a home. 
Let’s strike an average and call it a 
3 per cent lost somewhere in the 
shuffle of work being conducted by 14 
different specialists and about 10 spe- 
cialized suppliers. But as we look 
toward the coming building boom we 
see that something new has been 
added. 

“That new element is the assured 
public demand for better homes, elec- 
trically. Pencil planning is no re- 
specter of dates. The old idea of 
‘let George do it,’ has been buried for 
all time. The demand is on for a 
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full complement of efficient, economical 
electrical servants. These newcomers 
can only work with what the builder 
provided in the electrical wiring ‘sys- 
tem.” 

“Our industry” Mr. Schanuel con- 
tinued, “is the one partner in the con- 
struction field that has a continuing 
lifetime contact with millions of 
families in their homes. We supply 
24-hour service and all of the equip- 
ment and appliances that go to make 
up electrical living. 

“Here then, is the crux of the build- 
ing industry’s postwar problem and a 
major responsibility of our industry 
with particular relation to home wir- 
ing. What kind of new homes will 
people demand? Will builders be able 
to provide anything comparable to the 
‘dream home’ that most people will 
consider to be the average postwar 
home? Will appliances employing the 
new electrical developments be ready 
for the first wave of new home build- 
ing ? 

“Because the answer to these ques- 
tions will probably be ‘no’ the build- 
ing industry will be face to face with 
a fundamental problem to which there 
can be only one solution. Electrica} 
construction materials will be ready 
in abundance the day restrictions are 
put aside and builders move in. 

“Therefore, the initial and funda- 
mental step of providing adequate wir- 
ing installations may be the building 
fraternity’s only means of proving that 
proper provisions for postwar elec- 
trical operations have been made in 
the first new homes. 

“Coming events are casting their 
shadows before them. We can see 
the shape of electrical things to come 
in the field of electronics, television, 
ultra-violet and infra-red, to name only 
a few, and without even mentioning 
the vast field of electrical ‘wants’ 
which range from electric cooking to 
sight-saving lamps and radio to water 
heaters. 

“That's the postwar electrical pic- 
ture that stands four-square and chal- 
lenging before the building fraternity. 
Our electrical industry must give to 
his national problem every last ounce 
of the new adequate wiring ‘know 
how’ that we learned by teamwork 
during the last six years 
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Get Your Share 
of this 


$50,000,000 
VOLUME 


Even in these days of box car figures, $50,000,000 
is respectable money. But it’s just one year’s (1941) 
sales of oil space heaters, room coolers and oil burn- 
ing water heaters. 


You can count on the fingers of one hand the few 
other home appliance units that top this dollar vol- 
ume in sales. 


Your chances of getting your share of this business 
are better with the modern Viking line. 


Take a tip from the successful old time business men 
who filled up the valleys in their selling seasons. Fol- 
low the lead of the smart merchandisers in the 
appliance field, who have added space heaters, floor 
furnaces, room coolers and water heaters to balance 
their lines. 


Easy to Sell — Easy to Install 


Dealers who have been successful in selling home 
appliances have found these Viking units just as easy 
to sell. The demand is tremendous. Your salesmen 
find that Viking performance features make these 
units readily acceptable to your customers. Viking 


package heating and cooling units are so designed | ssa 


that installation is no problem. 
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Viking oil burning water heaters 
from 20 to 45 gallon capacities are 
the standard of the trade for 
trouble-free automatic operation. 


















































Space heaters in popular style 
cabinets are available in coal. 
gas or oil fired models. 


Viking smartly styled console and 
window ledge room coolers are 
ready for you as soon as restrictions 
are lifted. 


Compact, highly efficient Viking 
floor furnaces are quickly installed 
and have a wide range of uses. 


(Gas or Oil fired). 





PLAN NOW FOR THE POSTWAR BOOM! 


In addition to the units presented in this advertise- 
ment, many other Viking products are in the making 
for postwar sales. Gas space heaters, gas water 
heaters, gas floor furnaces, and gas ranges will pro- 
vide additional profit possibilities for Viking dealers. 


The Viking Manufacturing Corporation has been in 
continuous production throughout the war, and our 
factories are in preferred position to make deliveries 
as fast as any other American manufacturer. Forward 
looking appliance dealers interested in adding this 
fast selling merchandise to their present and postwar 
lines should get in touch with their Viking Wholesale 
Distributor or write us. 


DISTRIBUTORSHIPS OPEN: Good territories 
still available. Write for plan and proposition. 


THE VIKING MFG: CORP. 


1602 U.B. BLDG. DAYTON 2, GHIO 
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Most of the basic principles 
embodied in today’s house- 
hold ironing machine were 
pioneered by Simplex. 
Simplex gave the ironer its 
original impetus and climbed 
to the top of the ironing 
machine ladder by establish- 
ing it as a time-and-labor- 
saving household appliance. 


Thus, today, as you plan for 
the new opportunities that 
lie ahead, it is well to keep 
in mind the true identity of 
Simplex . . . . its leader- 
ship in manufacturing back- 
ground... . its leadership 
in sales and merchandising 
experience . . its leader- 
ship in product development 
....and, above all, its lead- 
ership in user popularity. 


Write us today about getting 
a post-war franchise lined up 
for “America’s Recognized 
Leader.” 


AMERICAN IRONING 
MACHINE CO. 


Algonquin, Illinois 





1924 

















IMPLEX [RONER 


THE RECOGNIZED LEADER 
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NEMA INFORMATION CENTER LAUNCHED—FEstablishment of a new service bureau 


as a central source of information about its industry was announced by the National 
Electrical Manufacturers Association recently. Left to right are W. J. Donald, managing 
director of NEMA, and Leonard Kebler, president of NEMA, who outlined objectives 
of the Center, and C. W. Higbee, chairman of NEMA's Public Information Committee. 


NEMA Establishes 
Information Center 


Establishment of a new service 
bureau, a central source of informa- 
tion about its industry, was announced 
by the National Electrical Manufac- 
turers Association at a recent press 
conference. 

The scope of the bureau, known as 
the Electrical Manufacturers Public 
Information Center, 155 East 44th 
Street, was defined by Leonard Kebler, 
president of NEMA, and by W. J. 
Donald, managing director of NEMA 

The Center, is assembling all avail- 
able facts, human interest and statis- 
about the industry—its products, 
history of its growth, wartime activi- 
ties and future. A photographic library 
and an index of industry motion pic- 
tures also are being organized. 

Background material and special 
sources of information, Mr. Kebler 
and Mr. Donald explained, will be pro- 
vided,- on request, to writers, editors 


ticai, 


and other qualified individuals and 
groups. Periodical releases will be 
; | 
issued 


“We believe.” Mr. Kebler said, “that 
the Center will be most helpful in in- 
ter} of our indus- 
try to the public”. He said the Center 
would not be in a position to give in- 
formation on prices of electrical 
pliances, equipment 
individual companies 

John M. Moorhead, formerly of 
The New York Herald Tribune and 
The Kansas City Journal, is in charge 
of the Center 


yreting the service 


ap- 


or securities of 


RMA to Set Standards 
For Export Radio Sets 


Looking forward to post-war re- 
sumption of production of civdian 
radio receivers for export use, leading 
American radio manufacturers are 
planning to set up minimum standards 
for American-made radio receivers to 
be sold abroad. 

James H. Rasmussen, commercial 
manager of The Crosley Corp., and 
chairman of a special committee of 
the Radio Manufacturers’ Association 
to consider post-war promotion of 
export radio receivers, has suggested 
that a list of specified requirements 


APRIL, 





for such receivers cover the following 
points : 

AC-DC receivers: tubes; frequency 
range; supply source; power output; 
sensitivity; fidelity; image response; 
selectivity; antenna impedance; cli- 
matic characteristics; safety aspect; 
and packaging. 

Rasmussen and fellow-members of 
the special committee, named by W. A. 
Coogan, chairman of the RMA export 
committee, will work in co-operation 
with representatives of the RMA engi- 
department and their own 
technical advisors. 

At a preliminary meeting of 30 
RMA export managers and engineers 
to discuss the receiving set export 
promotion project, it was suggested 
that an official RMA seal be adopted 
to be placed on sets upon cstablish- 
ment of the proposed RMA minimum 
standards, 

Other members of the special com- 
mittee are: J. E. Burke, of the 
Stewart-Warner Corp., Dempster 
McIntosh, of the Philco Inter-national 
Corp.; and C. G. Roberts, of the 
General Electric Co. 


neering 


Norge Arranges for 
Canadian Manufacture 
Norg« 


Corp. 


Borg-Warner 


completed 


Division of 
has just arrange- 
the manufacture in Canada 
of a complete line of Norge products, 
it was announced recently by Howard 
E. Blood, president of Norge. 

Norge has contracted with Addison 
Industries, Ltd. of Toronto to produce 
its refrigerators, washers, ranges, heat- 
ing units and other appliances in 
Canadian plants of the Toronto com- 
pany for distribution in Canada, Mr. 
Blood said. 

“Production in Canada will begin 
immediately after the war ends”, he 
added. 

National distribution of the Norge 
line in Canada will be handled by A. 
Cross & Co., Ltd. also of Toronto, 
which has branches throughout Can- 
ada. W. J. Addison of Toronto is 
president of the Canadian manufactur- 
ing enterprise. 

Although Norge 
products in Canada 
they were made in 
of the company, Mr. 


ments tor 


distributed its 
before the war, 
American plants 
Blood explained. 
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HURRY UP! 


It’s time to say “When!” 





we want to make heating pads 





























g 

s © . 

: and power tool kits again! 

: 

! ’ BS } 

Boy, are we mad! 

, We want to make the colorful, comfortable, convenient Casco 

Electric Heating Pad. 

With a unique thermostatic control that enables the temperature - 

i to be fixed at any one of 30 desired heats and a friendly, 

, glowing little ‘““Nite-Lite” that was especially appreciated by moms. 

But what are we making? Fuses for mortar boms! 

° “ %* % 

’ Boy, are we in a snit! 

e We want to make that popular, practical Casco Electri-Craft Power 
Tool Kit. 
It had a convenient hand drill and a myriad of attachments that 
could be used for sanding, drilling, polishing, sawing, engraving, 
jigging and what not and it was priced to retail for only $16.95 
which made everybody want it for a million household chores. 

But what are we making? Bullet cores! 

la x 

“d 5 

: Hitler, stop hanging around! 

~ Be shot by one of our bullets or buried by an avalanche or poisoned 

\t- or dround. 

oa Or simply overcome by a convenient attack of dizziness. 

ir. So we can go back to making Electric Heating Pads and Power Tool 

ian Kits and help our friends in the Electrical Equipment bizziness. 

he 

ge After the Wal... For new and unusual 

electrical appliances 

in- 

CA ) ¢. qyp 

. watch». ~@) < J 

t 

ed. CASCO PRODUCTS CORPORATION. BRIDGEPORT, CONNECTICUT 
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engineering + 


engineering+sound planning 
— increased sales 


RITTENHOUSE engineers today are creating the better, 


the more perfect Rittenhouse Chimes of Tomorrow. 


Improved mechanical principles made possible 
through the use of new materials, new manufacturing 
methods and a new high standard of Rittenhouse work- 
manship will bring new simplicity of design, a lengthened 


life-time of new, care-free performance, and new beauty. 


The knowledge gained from the engineering and man- 
ufacturing of complex wartime electrical systems, linked 
with 40 years of distinguished pre-war accomplishment, 


guarantees this new Rittenhouse Chime perfection. 


That's why the better chimes of the future will be 
Rittenhouse made. And that’s why, if you consider 
Rittenhouse now in your postwar plans—you'll remem- 


her Rittenhouse when peacetime sales begin. 


THE A. FE. RITTENHOUSE COMPANY, INC. 


Honeoye Falls, New York 


MEMMOmsé 


DOOR CHIMES 








PAGE 68 





NEW POSITIONS OF THE MONTH 





Barlow & Seelig Mfg. Co. 


Pres. H. A. Bumby announces the 
appointment of Paul J. Daniels, Mil- 
waukee, as general sales manager of 
Barlow & Seelig Mfg. Co., effective 
March 1. 

Mr. Daniels comes to the Speed 
Queen organization with a background 





PAUL J. DANIELS 


of 25 years experience in business ad- 
ministration, sales management and 
organization. 

He is well known to the trade, hav- 
ing introduced and supervised the de- 
velopment and national distribution of 
the Wagner “Komb-Kleaned” sweeper 
for the past 11 years, with a record of 
increased distribution and volume each 
year. Previously he was with the 
Duplex Printing Co. as general pur- 
chasing agent. 


Warwick Manufacturing Corp. 


The appointment of Reau Kemp as 
sales director of Warwick Manufactur- 
ing Corp., producer of Clarion and 
Troubador radios and electronic equip- 
ment, was announced recently by John 
S. Holmes, president. 





REAU KEMP 


Mr. Kemp is well known as a sales 
executive in the fields of radio and 
household appliances and has just fin- 
ished a term of service with the War 
Production Board in Washington. He 
spent five years as division sales man- 
ager of Kelvinator Sales Corp., Cam- 
den, N. J., and four years as utility 
sales manager of Bendix Home Appli- 
ances, South Bend, Indiana. 


APRIL, 


Horton Manufacturing Co. 


E. A. Jordan was elected as secre- 
tary of the Horton Manufacturing 
Co., Fort Wayne, Indiana, at recent 
meeting of the board of directors of 
that company. Mr. Jordan has been 
associated with Horton since 1935 and 
most of his time during the nine years 





E. A. JORDAN 


has been spent as central sales manager 
for the Horton line of washing ma- 
chines and ironing machines. Since 
the beginning of the war and the gov- 
ernment curtailment of the manufac- 
ture of home laundry equipment he 
has spent his time in the home office. 


Apex Electrical Mfg. Co. 


Appointment of Jack Walter as 
Eastern Division Sales Manager was 
announced recently by A. C. Scott 
director of sales for the Apex Elec- 
trical Mfg. Co., Cleveland, Ohio. 

For the past eight years Mr. Walter 
has held the post of district sales 
manager for the New York City area. 
His new eastern division territory will 
include all of the New England states, 
as well as New York, New Jersey, 





JACK WALTER 


Pennsylvania, Delaware, Rhode Is- 
land, Maryland, and Virginia. 

On February 15th, J. C. Thomas 
returned to Atlanta as Southern Di- 
vision sales manager, a post which he 
has held for the past ten years. An- 
nouncement was also made by Mr. 
Scott, that C. W. Smith would resume 
his duties as Midwest Division sales 
manager for Apex. 
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“BOOK OF THE MONTH” 


Gora Profitable Year 


Shows how you can build 
extra business through G-E 
FACTORY SERVICE PLANS 


Every dealer who’s looking for a way to maintain 
a steady volume of business will want a copy of this 
new G-E booklet. It explains how to build extra profits 
through repair service. 


Now, when your customers can’t get new appliances, 
there’s a profitable market awaiting you in the servic- 
ing of G-E fractional-horsepower motors which be- 
come inoperative—if you’re prepared to handle the 
work quickly, expertly, and economically. 


Designed especially to meet the growing need for 
replacements, this helpful new book will show you 


how you can “cash in” on a vast market . . . how 
you can perform service without actually doing the 
repair work . . . how we will repair or exchange prac- 


tically any G-E fractional-horsepower motor, no matter 
what the type or make of appliance to which it’s 
applied, through our FACTORY SERVICE PLANS. 


I 


MOTORS 
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1. THE EXCHANGE PLAN Covers 

the most commonly used types of G-E 

fractional-horsepower motors. Makes pos- 

sible immediate replacement from G-E 

field stocks, or from your own buffer stock. 

Replacement motors carry the G-E new- 
_ motor warranty, except for finish. 


2. SPECIAL REPAIR SERVICE 
PLAN Provides for factory repair of 
semi-standard G-E motors not covered by 
THE EXCHANGE PLAN, at established 
prices. Enables you to make quick, ac- 
curate, on-the-spot estimates. Repaired 
motors carry the G-E new-motor warranty, 
except for finish. 


3. REGULAR REPAIR PLAN Fo: 
motors not included in either of the other 
two plans, except extremely old or ob- 
solete models. Inspection is made at the 
factory, and a cost estimate is submitted 
before work is started. These motors also carry the G-E new- 
motor warranty, except for finish. This plan rounds out this G-E 
service and enables you to handle repairs on practically any 
G-E fractional-horsepower motor. 




















SEE HOW THESE PLANS HELP YOU 


Investigate these proved, profitable Factory Service Plans. Like 
hundreds of other dealers, you'll find they're a sure way of 
maintaining business now; a means of building and holding 
trade for the postwar period. Ask your distributor for details 


today. Or, simply fill in and mail the coupon below. You'll 
be glad you did it! 


General Electric, Section E700-67A 
Schenectady, N. Y 


Gentlemen: 

I’d like to ‘“‘cash in’? on your FACTORY SERVICE 
PLANS for G-E fractional-horsepower motors. Please 
send me a copy of your booklet which describes the 
Plans. 

Name 

Company 

Address 


Sic siatheschicsssesSialeedecass : State 
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Things You Learn In Building 


Fractional-Horsepower Motors 


wlio 


ay NA 
Cte 


Oro* 


3/6 


—* 


1,713, 


You learn a lot of things in 27 years of motor 
manufacturing. 
You learn the importance of precision in 


manufacture. And you learn how to mass- 


produce precision in large quantity. 


You learn a number of specialized things about motor 


design, manufacturing and production —technical know- 


how to which there is no path shorter than years and 


years of research, experimentation, testing and doing. 


This background is behind the features of design and 


construction that make Sunlight motors rugged, long: 


lasting and dependable. Full-gauge copper wire is used 


in the windings to reduce electrical resistance, cut down 


heat, lengthen motor life. Extra power up to three times 


the full rated starting capacity is provided as a safeguard. 


And windings are impregnated with an extra heavy coat 


of dielectric material for an added margin of safety against 


short-circuits. 


These and other advantages have helped build up a 


tremendous acceptance for Sunlight-powered appliances 


and products. 


Let’s All Back the Attack! 
















SUNLIGHT MOTORS FOR: 
AIR COMPRESSORS + WASHING MACHINES 
POWER-DRIVEN BENCH TOOLS + IRONERS 
MILK SEPARATORS + MILKING MACHINES 
FURNACE BLOWERS + STOKERS + OIL BURNERS 
WATER PUMPS- REFRIGERATORS*VENTILATORS 
AND MANY OTHER APPLICATIONS 


BUY WAR BONDS 

















SUNLIGHT MOTORS 







































Schick Incorporated 


Joseph B. Elliott, former sales man- 
ager of the radio, radio-phonograph 
and television sales of RCA Mfg. Co. 
of Camden, N. J., has been appointed 
general sales manager in charge of 
sales and advertising for Schick Inc., 
according to an announcement by Ken- 





J. B. ELLIOTT 


neth C. Gifford, president of Schick. 

The post of sales manager in the 
Schick organization was previously 
held by Mr. Gifford. 

Mr. Elliott’s business experience be- 
gan with Coco-Cola Co. in 1923. In 
1928, he joined the Brunswick Radio 
Corp. as branch manager in charge of 
the company’s New England branches, 
and later in Baltimore, Md. Follow- 
ing this he became secretary of the 
Mavis Bottling Co. 

He joined RCA in 1935 as district 
manager in charge of all sales in the 
New England territory. Four years 
later he was promoted to the office of 
assistant field sales manager, with 
headquarters in Camden, N. J. In 
1940 he was advanced to sales man- 
ager in charge of all radio, radio- 
phonograph and television for the en- 
tire company. 


Edison G.E. Appliance Co. 


C. P. Monaghan has been named 
manager of the News and Sales Train- 
ing Section of Edison General Elec- 
tric Appliance Co. Inc., H. E. Warren, 
manager, Advertising Division, has 
announced. 

Monaghan has been in the advertis- 
ing and sales department of Public 


Cc. P. MONAGHAN 


Service Co. of Northern Illinois since 
1933. Previous to that he was en- 
gaged in industrial publicity and ad- 
vertising. 


Baughman Appointed 


E. J. Baughman, formerly sales 
specialist for Hotpoint on the Pacific 





APRIL, 











Coast, has been appointed Los An- 
geles District sales manager, accord- 
ing to G. H. Smith, Hotpoint general 
sales manager. 

A native of California, and a gradu- 
ate engineer of Stanford University, 
Mr. Baughman is well-known on the 
Pacific Coast. Following years of ex- 
perience as mechanical, civil and radio 





E. J. BAUGHMAN 


engineer and laboratory technician, 
Mr. Baughman spent ten years as ap- 
pliance salesman throughout the 
Pacific Coast States. 


Mullins Mfg. Corp. 


Harry M. Heckathorn has been 
elected vice president in charge of pro- 
duction of Mullins Manufacturing 
Corporation’s Salem and Warren 
plants, it was announced by George E. 
Whitlock, president of the corporation 

The appointment was made following 
the resignation of Howard F. Kulas, 
vice president in charge of operations 
at Salem, who is leaving because of ill 
health, The changes are effective 
April 15th. Heckathorn has been vice 
president in charge of operations of the 
Youngstown Pressed Steel Division 
plant in Warren since 1938 and will 
now be responsible for the operation 
of the three Salem plants as well. 


Golder Resigns From Rola 


Leon Golder has resigned as secre- 
tary and sales manager of The Rola 
Company, Inc., pioneer manufacturers 
of sound reproducing equipment. 

Lee Golder started in the business 
at the early age of 16 with the Sonora 
Phonograph Co. and rose to the posi- 
tion of Chicago district manager. Then 






LEON GOLDER 


for a period of three years he was 
eastern district manager for Magnavox, 
which position he resigned to assist 
in the organization of Rola’s Cleveland 
operations. 

At present, Mr. Golder is vacationing 
in the south and has’ made no state- 
ment regarding future plans. 
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ive WHAT'S COMING from Arvin for 
ice the electrical trade when civilian 
the 2 : 
ion production can start again? 
vill . 
ion A Broader Line of radios—large and small sets and 
LWT an ARVI \ Kido iw EVERY ROOM combinations—with many developments in “inside 
engineering” and “outside design” for better per- 
re- formance and appearance appeal. There'll be other 
ola . . 
vs Arvin Products of interest to you, too. Electrical 
ia Appliances, for example—Arvin will have some 
“y fast-sellers—with features that can be merchandised 
S1- 
1en as never before. It’s still too early to tell you the 
details. There’s still plenty of war work to be done. 
But remember this—the company back of Arvin 
Products is in a strong position for the development 
of merchandise and markets for you—with capital 
‘ 
and surplus in excess of $7,500,000. So. . . keep 
! Arvin in mind in your plans ahead. 
A cozr cua Ded hone on 
shad. When pease ome the plan And te fama ca NOBLITT-SPARKS INDUSTRIES, INC., COLUMBUS, INDIANA 
‘a. Awarded to the men and women 
all of four of our Columbus plants 
€ Miniature reproduction of one of a series of advertise- 
ments appearing regularly in many leading national mag- 
OES FEES RESO. PE ee ee azines to keep Arvin in the minds of your future customers. 
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Be Sure 
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yu Will Sell 


“DL” Float Valves have gone to war. Many thousands of 


them have been furnished for space heaters, furnaces, tent 


stoves, field ranges, waterheaters, etc., for use of the 


armed forces. 


They are much in demand by manufacturers of war equip- 


ment because their reliability, simplicity, ease of clean- 


ing, and servicing impresses itself on all who use them. 


When these soldiers come back, "DL" Float Valves will be 


An Exclusive 
“DL” Float Valve Feature- 
AUTOMATIC TEMPERATURE 
COMPENSATION 


Fuel oil viscosity increases as its tempera- 
ture drops. An ordinary needle or float 
valve either does not feed enough when 
oll is cool or cold, or feeds too much when 
it is worm. © The “"DL"’ Float Vaive hes a 
simple temperature compensation which 
opens the valve more when the oil is 
cold—reduces the orifice when the oil is 
worm. © This is on exclusive "DL" feature. 





old friends to many thousands of them. They will prefer a space heater so equipped. 


In selecting a line of heaters for sale after the war, be sure to get one equipped with 


"DL" Float Valves. "DL" Float Valves make friends. 

















DETROIT | UBRICATOR COMPANY General Offices: DETROIT 8, MICHIGAN 


Division of American Rapiator & Standard Sanitary corroration 





Accessories 





“DL” Heating and Refrigeration Controls + 


Valves and Refrigeration Accessories * 


Canadian Representatives—RAILWAY AND ENGINEERING SPECIALTIES LIMITED, MONTREAL, TORONTO, WINNIPEG 
Engine Safety Controls 
Radiator Valves and Balancing Fittings * 


Air Filters * 


Arco-Detroit Air and Vent Valves * 
Stationary and Locomotive Lubricators 








Safety Float Valves and Oil Burner 
“Detroit” Expansion 
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Bendix Home Appliances 


A. L. McCarthy has been appointed 
manager of the newly established Chi- 
cago Branch of Bendix Home appli- 
ances, Inc., Mr. J. S. Sayre, president, 
announced recently. 

Mr. McCarthy was formerly man- 
ager of the Detroit Bendix Home 
Appliance branch, which has since 
been changed to an independent dis- 
tributor. Before that he was general 
sales manager of Eureka Vacuum 
Cleaner Co. 

“The establishment of the Chicago 





A. L. McCARTHY 


branch does not in any way change the 
announced policy of the company”, 
Mr, Sayre said. “We shall continue 
our policy of dealing through inde- 
pendent distributors. We have only 
two factory branches—Chicago and 
Cleveland.” 

The Chicago offices of Bendix Home 
Appliances will open April 15th at 
1746 American Furniture Mart, 666 
North Lake Shore Drive. 


Admiral Corp. 


Lee H. D. Baker has recently been 
appointed vice-president in charge of 
major appliances of Admiral Corp., 
Chicago. In this capacity, he will 
direct and coordinate all activities of 
the newly acquired Stewart-Warner 
Appliance Divisions which will be 
merchandised under the Admiral 
name, according to Ross D. Siragusa. 





LEE H. D. BAKER 


Mr. Baker has had years of experi- 
ence in the merchandising of major 
appliances. Prior to his association 
with Admiral, Mr. Baker was sales 
manager of Gale Products Division, 
Outboard Marine Mfg. Co. Previous 
to this, he was in charge of manu- 
facturer’s equipment sales for Uni- 
versal Cooler. 


Mintz New Ad Manager 


Seymour Mintz has been appointed 
director of advertising and publicity 
for Admiral Corp. according to 
another announcement. He succeeds 
Wally Aeverman who became sales 
promotion manager of the company. 
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PUBLISHED BY GENERAL ELECTRIC LAMP DEPARTMENT, NELA PARK, CLEVELAND, OHIO 





General Electric Announces New 
Fluorescent Lamp For Instant Starting! 


G-E Research Building Postwar Profits for You 
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Six Years of Tests Like This Preceded 


Announcement of Insta nt-Starting Lamp 


Latest achievement of General Electric 
research scientists is a fluorescent lamp 
that starts instantly and positively when 
used with new instant-starting ballasts. 
This G-E Mazda 40-watt white fluores- 
cent lamp has the same rated life using 
instant-~starting ballasts as that of pre- 
sent 40-watt fluorescent lamps using con- 
ventional switch and starter. Limited 
shipments for war plants will be made on 
and after May Ist. 


Announcement of the fluorescent lamp 
for instant starting came soon after the 
introduction of two ceramic white lamps, 
in 25 and 60-watt sizes, now available in 
limited quantities. 


These new lamps, added to the recently 
announced postwar line of circular shaped 
fluorescent lamps and long slim fluores- 
cent lamps, furnish new proof that Gen- 
eral Electric research is helping to build 
your postwar profits now. 





SCORES OF THRILLING VOICES 
DISCOVERED IN G-E ALL-GIRL 
ORCHESTRA VOICE SEARCH 


Advance reports show that a surprising 
wealth of promising vocal talent has been 
revealed in the Hour of Charm search for 
the Undiscovered Voice of America. Al- 
most 10,000 audition appointments were 
made in 92 cities. Judges in 30 audition 
centers were highly enthusiastic in prais- 
ing the musical quality of voices heard in 
regional auditions. 

About a dozen finalists, selected from 
regional winners, will appear on the G-E 
Hour of Charm starting Sunday, March 
19th and continuing at the rate of one 
contestant per week. 

The nationwide interest created by this 
Talent Search gives further concrete 
evidence of the tremendous pulling power 
enjoyed by the Hour of Charm. It is a 
strong selling force, now at work build- 
ing your, postwar sales benefits. 





| DO YOU KNOW how many G-E 
lamps are needed on a four motor 
bomber? {round 200. 
On a fighter plane? 
About 50. 
dis, 











WHICH ONE ARE YOU? 





OR THIS? 


THIS .\\ 








Paper and packaging materials are need 
ed by the million tons— and more. Don't 
waste badly needed cartons and con- 
tainers—paper packs a powerful war 
punch. Why not join the paper-saving 
drive? Here’s how: 1. Open packages 
carefully so they may be reused. 2. Reuse 
containers as often as possible. 3. Dispose 
of all containers which cannot be used as 
well as scrap through available channels. 


4. Make sure that no paper products are 


burned. 





How G-E Advertising Is Helping Build Postwar 


Turnover for the Lamps That Have More Friends! 


The creed of G-E research 

to make lamps stay brighter 
longer—is emphasized in a 
new series of G-E Mazda Lamp 
advertisements. The adver- 
tisements shown at right will 
soon appear. Watch for them. 
They are an_ indispensable 
force in building public pref- 
erence for General Electric 
lamps in postwar lighting 
plans. And they are providing 
dealers with greater oppor- 
tunities for increased postwar 


profits. 





Look for These G-E Lamp Ads 
in the POST, April 15th and 
the May 15th issue of LIFE. 


Hear the General Electric radio programs: “The G-E All-Girl Orchestra” Sunday, 10 p.m. 





Se 


© F M8206 Lareps 


i 
. g ELECTRIC SS 


EWT, NBC; “The World Today” news, every weekday, 6:45 p.m. EWT, CBS. 








LET'S ALL BACK THE ATTACK—BUY ANOTHER WAR BOND THIS MONTH! 


APRIL, 
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R. G. HUTCHISON 


Frigidaire 


Announcement of the appointment 

four regional managers was re- 
ntly made by P. M. Bratten, general 
ales manager of Frigidaire Division, 
General Motors Corp. This group 
which serves as a major connecting 
link between field and factory, con- 
sists of: 

R. H. Huston, Eastern regional 
manager, with Frigidaire for more 
than 20 years. Prior to the war, he 





H. T. MATTERN 


is Western appliance sales manager, 
and during the war assistant to the 

eral sales manager. 

H. T. Mattern, manager of the 


ntral Region, and Central appli- 
ance sales manager before the war. 
the 12 years he has been with 


Frigidaire, he has served as factory 
ntact representative, assistant house- 
ld sales manager and as branch 

manager. 
F. M. 

manager, 


Western regional 
y manager of the 
City branch. He has more 
years’ Frigidaire experience 
ict representative and sales 


Davison, 
formerly 
Kansas 


an 20 





a 


F. M. DAVISON 


manager for a distributor and as dis- 
trict and branch manager. 

R. G. Hutchison, manager of the 
Pacific region, continuing in the posi- 
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R. H. HUSTON 


tion that he has so ably filled for th« 
past 12 years. However, his Frigi- 
daire experience goes back much 
farther than that for in 1922 he organ- 
ized, and for several years managed, 
the Frigidaire section of G.M.A.C. 


Bright Light Reflector Co. 


Announcement has been made of the 
appointment of Charles E. Scholl as 
general sales manager of the Bright 
Light Reflector Company, Inc. He 





CHARLES E. SCHOLL 


will operate from the factory and 
executive offices in Brooklyn, N. Y., 
and from this point will direct sales 
throughout branch offices in 16 prin- 
cipal cities. Mr. Scholl has been with 
Bright Light since 1935. For the past 
five years he has acted as manager of 
their Engineering Division. 

Mr. Scholl is a member of the Board 
of Managers of the Illuminating Engi- 
neering Society (New York Section), 
member of the Electrical & Gas Asso- 
ciation of New York, an associate 
member of the I.A.E.I. and is active 
on several committees of the National 
Electrical Manufacturers Association. 


Sylvania Electric Products 


Promotion of William C. Pirie and 
the addition of John B. Stevenson to 
the staff are recent changes in the ad- 
vertising department of the Lighting 
Division of Sylvania Electric Products 
Inc., it was announced recently by 
Paul S. Ellison, director of advertising. 

Mr. Pirie, formerly assistant sales 
promotion manager, has been appointed 
assistant advertising manager in the 
office of John P. Waters, manager of 
Lighting Division advertising at 500 
Fifth Avenue, New York City. 

Mr. Stevenson, formerly in the Bos- 
ton sales office, is the new assistant 
advertising manager in the same divi- 
sion, in charge of the advertising office 
at Salem, Mass. He succeeds James 
R. Duffy, who has become manager 
of employee activities in the com- 
pany’s industrial relations department. 
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For Automatic Control of Current and 


ir 
\s = Temperature in Electrical Apparatus 
The Micro Switch TEMP COP is a snap= 
acting, thermostatic contactor for automatic control of cur- 
rent and temperature in electrical apparatus. The TEMP COP 
has been found useful for maintaining uniform temperatures 
and operating warning signals for temperatures above or be- 
low specified limits. 


Long used to protect electric motors against excessive current 
and temperature, the TEMP COP incorporates two separate 
bimetal elements. One of these is principally responsive to 
current, the other to temperature only. Application to a wide 
range of control problems is facilitated by a selection of bi- 
metal elements with varied response to current and temperature. 


The TEMP COP is available in either automatic re-cycling or 
manual reset types. If you have an application that calls for 
maintaining temperature, Current, or both, within certain 
predetermined limits, you will find the Micro Switch TEMP 
COP useful and reliable. 


Write Micro Switch today. Let us show you how the TEMP 
COP may be just the answer to your temperature or current 


control problems. 


Micro Switch Corporation, Free- 
port, Illinois - Branches: 43 East 
Ohio Street, Chicago (11) - 4900 





K Euclid Avenue, Cleveland (3 
iyi 11 Park Place, New York City 
x (7) - 1709 W. 8th St., Los An- 
RY “ geles (14) - Sales & Engineering 
My 


Offices: Boston - Hartford 





HRs ; 
gS LET’S ALL BACK THE ATTACK— 
ae BUY EXTRA WAR BONDS 


The trademark MICRO SWITCH is our property and identifies switches made by Micro Switch Corpo: ution 


MICRO 
“MSswitrc 


CLEAN HOT WATER... 


the Modern Way! 


& 


Ames 





THE modern way is the Permagias way 

.. with clean hot water stored in glass 
it’s just as clean as the water you drink 
from the tap. 


a 


Permaglas will be a big feature in your 
home appliance market, which will de- 
mand newer and higher standards of 
perfection in hot water cleanliness and 
sanitation. 


SMITHway Permaglas Automatic Elec- 
tric Water Heaters more than meet that 
demand. The tanks are lined with glass— 
Permaglas—a smooth, lustrous, sanitary 
blue glass lining permanently fused to the 
inside of SMITHway Steel Tanks. 


Today—Permaglas is a good name to 
remember—an excellent product to sell. 
It’s your assurance of quality— your profit- 
able source of customer satisfaction in the 
automatic water heater field. 











War B 


A. ©. SMITH Corporation 


Milwaukee 1, Wisconsin 


Offices at: New York, Pittsburgh, Chicago, Tulsa, Houston, Los Angeles and Seattle 
In Canoda — JOHN INGLIS CO., LIMITED 


(Wimagle 
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Graybar Electric Co., Inc. 


Charles S. Powell has been elected 
a vice-president and director of the 
Graybar Electric Co., according to an 
announcement from A. H. Nicoll, 
Graybar’s president. 

Mr. Powell began his career with 
Graybar (then Western Electric Co.) 
30 years ago after attending Stanford 
University and Case School of Ap- 
plied Science where he was graduated 
in electrical engineering. 

His experience with Graybar cov- 
ered such assignments as telephone 
specialist at Omaha, telephone, radio 


CHARLES S. POWELL 


and appliance specialists at St. Louis, 
manager of Nashville, Tenn., branch 
manager of Louisville, Ky., branch, 
telephone sales manager at New 
York, New England district manager 
at Boston and, returning to head- 
quarters at New York in September, 
1943 as manager of Communications 
and Merchandising Depts. Mr. Powell 
will continue to head up all company 
sales activities in communications and 
merchandising lines. 


Graybar Radio Sales 


Effective April Ist, J. W. La 
Marque, formerly manager, Radio 
Broadcasting Dept. at Graybar’s Var- 
ick Street, New York district office be- 
comes radio sales manager of Graybar 
Electric Co. He succeeds D. B. McKey, 
formerly general communications en- 
gineer, who has accepted a position as 
technical supervisor of Radio Proper- 
ties (Stations WKY, KLZ and 
KBOR) of the Oklahoma Publishing 
Co., Oklahoma City. 


J. W. LA MARQUE 


Jim La Marque brings with him to 
his new duties over 24 years of ex- 
perience in radio, having been asso- 
ciated with RCA and Haynes-Griffen 
in the early ’20’s and later as eastern 
sales manager of the Crosley Radio 
Corp. He came with Graybar in 1928 
as Radio Dept. manager at the Varick 


Street, New York office. Since 1936, 
he has been closely identified with 
radio broadcasting and allied elec- 
trical industries in the Eastern Dis- 
trict. 


Hearing Aid Manager 


Effective March Ist, George T. 
Bryant has been appointed Hearing 
Aid sales manager, and is located at 
Graybar headquarters at 420 Lexing- 
ton Avenue, New York 17, N. Y. 

For the past two years, Mr. Bryant 
has been in Washington, D. C., first, 
as Chief of Trade Relations Branch, 
Retail & Trade Service Division. 
OPA, and later, when Lend-Lease was 
merged with the Foreign Economic 
Administration and the operations 
combined, he was re-appointed Chief 
of the General Products Division. 

Previous to his position in Wash- 
ington, he had been for two and a 
half yezs-s merchandise manager at 
Grayvars Houston House and for 
three years prior to that, merchandise 
manager at Graybar’s Atlanta House. 


Bendix Home Appliances, Inc. 


Edwina Nolan has beeu appointed 
home service director for Bendix 
Home Appliances, Inc., South Bend, 
Ind. it was announced recently by 
]. S. Sayre, president. She will head 
home service activities in the newly 
formed Bendix Home Laundry Insti- 
tute, 

According to Mr. Sayre, “Miss 
Nolan and her staff will prepare 
laundry demonstrations for depart- 


EDWINA NOLAN 


ment stores, public utilities and deal- 
ers—will work closely with the manu- 
facturers of laundry accessory items 

will cooperate with universities and 
colleges, and with the various maga- 
zine editorial people.” 

“Testing and research will be con- 
ducted on all phases of home laundry 
problems and factual data will be gath- 
ered not only for the housewife but 
for the salesman as well.” 


Formerly with G-E 


Miss Nolan, for the past 15 years, 
has been director of home service for 
the General Electric Co. at Bridge- 
port, Conn. She was a member of 
the Connecticut state nutrition com- 
mittee, was one of the original mem- 
bers of the women’s advisory com- 
mittee of the War Advertising Coun- 
cil and has served on a number of 
government committees. She was one 
of the original 10 women selected to 
serve on the salvage committee of the 
War Production Board, with direct 
responsibility for the New England 
area. 
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Vee. 


You must identify your 

store with the “U” Plan 
decal in order to reap the 
full benefit of Universal’s 40 
million advertising messages 
appearing in 14 national 
magazines: throughout ‘44, 











2 “U” Plan window dis- 

plays tell customers at 
a glance that your store is 
Post-War Planning Head- 
Y quarters. Display free blow- F 
up of color advertisement ap- 


——— pearing in national magazines. F 








NN 3 We will furnish you / 
\ ° A 
a Re with free newspaper oy 
G o%-2s mats for the purpose of Bee. 
1 making announcements cape 
d - 7 in local newspapers that Loe 


your store is “U” Plan 
Headquarters. 


fu, 4 Send out “U” Plan for 
<@ “V’ Day announce- 
fai Vans \ ment letters and Check Lists 
(A b> to your customers. Returns 
“Azam will create a backlog of 


—_—_—————__ potential orders identified 
as to names and addresses. 
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—————— 7 Help win the war in 
WAR FINANCE | ‘44. Contact your 
COMMITTEE 


a local bond headquarters 
¥ and arrange to sell-War 
j| Bonds and Stamps as a 
T/\ patriotic part of the “U” 
Plan for “V” Day. 














a 


_ ority or preference 

system for an orderly 
| approach to post-war 
business. Put tomorrow’s 
business on your books 
today. 


iv 









plays to establish a 
definite Post-War Plan- 
ning Bureau in a promi- 
nent part of your store. 
Take full advantage of 
pect? the increased floor traffic. 






As oe 
WB: iy 5 Set up interior dis- 





Unless you are doing all seven things indicated 
above, you are not making full use of the ‘““U”’ Plan. 
Omit one link in the Plan and you weaken its over- 
all effectiveness. Be a ‘‘U”’ Planner from start to 


finish. Use all the free promotional material contrib- 


uted by Universal and profit from the maximum 
results of a thorough tie-in with the national adver- 
tising. If you are not already a “U”’ 
Plan for ““V”’ Day dealer, send in the 
coupon today for complete Plan Book. 











— 














LANDERS, FRARY & CLARK * NEW BRITAIN, CONN. 


LANDERS, FRARY & CLARK Dept. EM | 
New Britain, Conn. 


free “U” Plan for “V” Day Plan Book to 


Neme. 
| Address \ 


City - State : 


i ws ‘I | 
UNIVERSAL 8 ae eee | 




















ELECTRICAL MERCHANDISING—APRIL, 1944 


PAGE 77 











WATER ANYWHERE... 
Pade Si 


TO DRINK! 


In steaming jungles or sun-parched desert lands, 
combat engineers must be able to distribute safe, 
potable water the same day fighting forces “take 
over.” For this purpose portable purification units 
are used, their pumps powered by gasoline engines. 
Another of the many vital services by hundreds of 
thousands of rugged, dependable Briggs & Stratton 
engines now on duty with our armed forces. 


a 


There’s still plenty to be done, 
but our increased facilities now 
enable our engineering and de- 
velopment staffs to take on 
new assignments. We're gear- 
ed up to help you on gasoline- 
engine-powered equipment for 
war production — or for your 
postwar requirements. 

The outstanding war 

record established by 
Briggs & Stratton en- 
gines—in a great range 

of standard and special 
applications — js con- 
clusive evidence that 

It's powered right—when it's 

powered by Briggs & Stratton."* 
BRIGGS & STRATTON CORP. 
MILWAUKEE 1, WIS., U.S.A. 

* Y WAP A N 


Or V e 


GASOLINE 
ENGINE 


A 
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Zenith Forms New York 
Distributing Company 


The Zenith Radionics Corp. of New 
York, a subsidiary of the Zenith Radio 
Corp., has been formed and offices 
opened in the Empire State Building, 
it was announced recently by J. J. 
Nance, vice president and director of 
sales of the parent company. 

H. J. Wines, for the last 17 years 
general sales manager of the New 
York and Chicago branches of the 





H. J. WINES 


Frigidaire division of General Motors, 
has been appointed general manager 
and a director of the New York corpo- 
ration, Mr. Nance announced. E,. F. 
McDonald, Jr., president of Zenith, 
will also head the new corporation. 
Toni Strassman has been appointed 
sales manager of the Zenith Radionic 
Hearing Aid Division of the sub- 
sidiary. 

Ray Hoeffler, for the last two years 
New York regional manager for 
Zenith, has been promoted to manager 
of the Zenith Radio Distributing 
Corp., wholesale distributor of Zenith 
products in the Chicago area. 

Occupying 4,000 square feet of 
office space, the Zenith Radionics 
Corp. of New York will serve as dis- 
tributor for Zenith radionic products. 
Distribution will be handled direct in 
the territories formerly covered by 
Colen & Gruen, New York, and E. B. 
Latham, New Jersey. 

Mr. Nance said that the parent 
company intends to adhere to its pro- 
gram of independent distributors for 
Zenith radionic products, except for 
the highly concentrated areas of New 
York and Chicago. 


G-E Factory Branches 
In St. Louis, Cincinnati 


Two new wholesale distributing 
branches have been established in 
Cincinnati and St. Louis by the Gen- 
eral Electric Co. it has been an- 
nounced by H. L. Andrews, vice-presi- 
dent in charge of the company’s Appli- 
ance and Merchandise Department 
with headquarters in Bridgeport. 

The branches, which began opera- 
tions officially April 1, will provid 
for the wholesale distribution of Gen- 
eral Electric household refrigerators, 
ranges, water heaters, home laundry 
equipment, dishwashers, disposalls and 
kitchen cabinet equipment. 

The branch in Cincinnati will be 
responsible for the distribution of 
these products in both the Cincinnati 
and Dayton wholesale areas. 

Paul C. Wilmore has been appointed 
branch manager with headquarters at 
215 West Third Street, Cincinnati. 
Previously he had represented G-E on 
the Pacific Coast with offices in San 
Francisco. While there he was a rep- 





resentative of the household refrig- 
eration and publicity divisions. 

The St. Louis branch will cover 
the city’s wholesale area and will be 
under the managership of G. R 
Brownback, who has been on the staff 
of the G-E office in Washington. His 
new headquarters will be at 500 North 
Beaumont Avenue, St. Louis. 

Previously, General Electric had 
announced the establishment of fac- 
tory distributing branches in New 
York City, Philadelphia and Los An- 
geles. 


Nashville Distributor 
To Manufacture 


The Gamble Company, Nashville 
distributors, expects to branch out in 
the manufacture of some electrical ap 
pliances at the close of the war, Phi! 
Porch of that organization announces 
Before the war closed down the firn 
was manufacturing the Economaster 
electric heater and may bring out a 
line that includes major appliances 
following the war. 

During the hostilities Ben Gamble 
has been manufacturing a line oi 
woodenware products. 


Landers, Frary & Clark 


Landers, Frary & Clark has a: 
nounced the appointment of the Gray 
bar Electric Co. as distributors of U: 
versal home laundry equipment, vacuun 
cleaners, electric ranges and wate 
heaters, and electric heating applianc 
in the following areas: 

Washington, D. C.; Richmond, Roa 
noke and Norfolk, Virginia; Charlott: 
Asheville, Durham, and Winston-Sa 
lem, N. C.; Jacksonville, Tampa 
Miami, and Orlando, Fla. 

Landers, Frary & Clark also 
nounced the appointment of the Gray 
bar Electric Co., Chicago, Ill., as dis 
tributors of Universal electric ranges 
water heaters, home laundry equipmen' 
and heating appliances in the north: 
Illinois territory adjacent to Chicago 


Crosley Corp. 


The Electric Supply Co., Inc. oi 
Shreveport, La., has been appointed 
distributors for the Crosley Corp. it 
northern Louisiana, according to J. H 
Rasmussen, commercial manager. 





ABRY S. CAHN 


The Electric Supply Co. was in 
porated in 1937 after having been op- 
erated for several years as a partner- 
ship by Abry S. Cahn and Henry 
F. Cahn, co-owners of the Cahn Elec- 
tric Co., a contracting and retail store 
in Shreveport. Both Abry S. Cahn, 
president, and Henry E. Cahn, vice- 
president, have had 36 years’ experi- 
ence in the electrical business. W. -\. 
Wakeman, is manager. 
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So New! So Natural! 


So Powerful! 





It caused an uproar 
in the radio world! 


“MAJESTIC RADIO NEWS” 


is winning the interest of millions 


OTHING that has happened in the radio business has caused so 

much comment, so quickly, as Majestic’s new advertising and 

merchandising idea—the Majestic Radio News featuring “Standings of 
the Stars’, appearing 24 times a year. 


Men and women in the street quote it... argue about the “Standings 
of the Stars.” Dealers in their stores are encouraged by it. Distributors 
in their offices see a future for it, inquire about it. Literally millions 
... from Coast to Coast... who fol- & 
low this advertising in major city 
newspapers of tremendous circula- 
tion, realize that, at a time when the 
radio industry and radio advertising 
are marking time, here is a progres- 
Sive, aggressive idea— ready-to-use 
radio merchandising, preparing the 
way for post-war selling. 

So New... that it is up-to-the- 
minute, never gets old or tiresome. 
The “Standings of the Stars” is one 
idea that gains momentum from 
week to week, pyramiding ininterest | 





MIGHTY MONARCH OF THE AIR 


from ad to ad, gaining new followers with each report. 


Such a Natura! .. . people kick themselves for not having thought 
of it first—and Majestic has the exclusive consumer use of the Hooper 
Reports, on which the “Standing of the Stars” are based. 

So Powerful . . . Majestic has been swamped with letters of praise 
and questions wanting to know what we’re up to, what comes next, 
what our future plans are. The Majestic Radio News is a natural to 
make any Majestic outlet the official 
headquarters for post-war radio 
sales. 

All we can say is this: Majestic 
Radio News is but the first indica: 
tion that: 


Majestic 
Means Business 
~-. and 
| Lots of It! 


MAJESTIC RADIO & TELEVISION CORPORATION «+ CHICAGO 32, ILLINOIS 
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If you sold PROCTOR 
DUAL AUTOMATIC TOASTERS 


before the war... 


--- your sales talk “WWE MAS 
with these PROCTOR “‘firsts“’: 


I) (1929) First silent automatic toaster 
2] (1940) First thermostatically controlled 
pop-up toaster 


© (1941) First dual-automatic toaster— 
with the crisper! 


TOMORROW: 


. You'll make toaster news again 
with the still finer Proctor Dual- 
Automatic—coming —after Victory. 
Meanwhile let’s all “Back the 
Attack” with War Bonds. 


PROCTOR 


IN APPLIANCE MERCHANDISING 








NEWSMAKER 


PROCTOR ELECTRIC COMPANY—DIVISION, PROCTOR & SCHWARTZ, INC, 
PHILADELPHIA 40, PENNSYLVANIA. 
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NEW SERVICE TRAINING AlD—Designed to simulate what goes on inside a refrigera- 
tor, this device will be used in training thousands of new service men and women attend- 
L. K. Baxter, manager of the Service 
Department of the Company's Electric Appliance Division, is shown pointing out the 


controls of the operational demonstration board to J. H. Ashbaugh, division manager. 


Westinghouse Launches 
1944 Conservice Schools 


More than 10,000 appliance service 
men and women throughout the na- 
tion will receive specialized training 
during the Westinghouse “Conservice” 
schools this year, according to an an- 
nouncement by L. K. Baxter, manager 
of the Service Department of the Com- 
pany’s appliance Division. 

“The 1944 schools incorporate a 
number of new training techniques 
based on needs disclosed by a nation- 
wide survey,” Mr. Baxter said. “For 
ye thing, the survey showed that 
more work projects were needed to 
teach new service people how to make 
appliance repairs. Since ranges, re- 
frigerators, ironers, washing machines 
and other appliances are not available, 
we decided to simulate the products 
with operational demonstration boards 
electrically wired and equipped with 
actual working parts.” 


See How It Works 


To illustrate, the refrigeration dem- 
stration board is designed so that a 
service man can see how a refrigerator 
mechanical unit works. The board is 
equipped with a compressor, trans- 
parent plastic evaporator connected to 
a float valve and a fan-cooled condenser 
or to an impedance tube and a plate 
type condenser. Thus the two types 
of refrigerator systems manufactured 
by Westinghouse can be explained 
and demonstrated. 

Mr. Paxter pointed out that this 
operational demonstration board is not 
simply a display, but is a working 
model that produces refrigeration. 
Actual parts in cut-away form are used 
so that service trainees can see what 
happens inside the mechanisms of re- 
frigerators. Refrigerant can be seen 
moving inside the transparent plastic 
evaporator, and the effect of condensa- 
tion is shown through sight tubes in 
the two condensers. 

“One of the most important points 
about the demonstration board from a 
training standpoint,” Mr. Baxter de- 
clared, “is that the refrigerator troubles 
can be created so that the service class 
sees both the effect and cure.” By 
use of solenoid valves and other devices 
the instructor can simulate floats stuck 
open or closed, shortage of gas, leaky 
valves and other conditions that require 
replacement or adjustment. 


APRIL, 


Several temperature controls are as- 
sembled on the board—each having a 
different trouble. These troubles are 
discussed and students are trained to 
make adjustments for correction 


Board for Ranges 


The range operational demonstration 
board consists of a complete wiring 
circuit, and is so designed that troubles 
can be set up, enabling the instructor 
to point out how to make the proper 
repairs. Special lighting effects are 
used to indicate how electricity pro- 
vides various heats for the surface 
units. All types of switches and oven 
thermostats used by Westinghouse are 
installed on the board. 

Another innovation in the 1944 
Westinghouse Conservice schools is the 
trouble diagnosis chart which lists the 
steps to be followed in checking the 
various appliance troubles. There are 
17 charts pertaining to refrigerators, 27 
on ranges, 19 on washers and ironers. 
22 on heating appliances, 14 on fans 
and 16 on vacuum cleaners. 

Also added to this year’s school is a 
30-minute sound slide film called “The 
Service Man—a Four-In-One Guy.” 
This film demonstrates that a good 
service man must know a combination 
of trades and professions. 


Expert in Many Lines 


To qualify as a top-notch service 
man, the film points out, he must be 
a good mechanic to fix appliances; a 
business man in keeping records and 
meeting the public; a doctor in diag- 
nosing troubles, and an actor in being 
a sympathetic listener to all complaints. 

Mr. Baxter said the final additions 
to the 1944 Westinghouse Conservice 
schools were three new conservice 
guides—electric heating appliances, 
electric fans and electric vacuum clean- 
ers. With the preparation of this de- 
tailed information, Westinghouse Con- 
service guides now provide simplified, 
step-by-step information illustrated 
with photographs and showing how to 
repair every type of Westinghouse ap- 
pliance. 

Westinghouse field service super- 
visors are putting on the schools, 
assisted by factory personnel and 
distributor service representatives. 
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Electrons have always been with us, since the 
beginning of time. But it was not until the 
development of radio that they were disci- 
plined and put to work. | 


Now that the science of electronics has 
become better understood, these electrons 
have been taught a lot of new tricks. They 
have been trained to reproduce images as 
well as sound, to perform miracles of control 
in military equipment and industrial machin- 
ery. Long hours of research and develop- 
ment have been applied to making electron- 
ics a useful force in the fight for Victory. 


Delco Radio has worked closely with Army 
and Navy engineers to help put this relatively 
new science on a fighting basis. In its lab- 
oratories, technical principles have been 
explored and exploited; in its engineering 
departments, designs have been evolved to 
apply these principles; and on its production 
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lines, complete equipment is being manu- 
factured with all the accuracy and know-how 
gained through Delco Radio’s extensive ex- 
perience as a large manufacturer of precision 
radio instruments. 


This background of knowledge will con- 
tinue to serve a useful function in days to 
come. It holds a promise of important im- 
provements in peacetime radios, and signifi- 
cant developments in new electronic products. 


Put your dollars “in action’”’ 
BUY MORE WAR BONDS 





DIVISION OF ; 


GENERAL MOTORS | 
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What % 





of the 
Postwar Heating 
Market will YOU 
be able to get? 
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Postwar planning committees in the Heating Industry advise us 


that many new postwar homes will be adequately heated with two 


quarts of oil per hour or less, that the majority will be heated 


with less than three quarts per hour (figure 35,000 BTU input, 


per quart) 


and that their owners will demand automatic oil heat. 


As you know, this demand cannot be met by pressure type oil-burn- 


ing equipment, which is not satisfactory in these small capacities. 


Therefore, your biggest postwar heating profits will have to come 


H. Cc. Little leads 
the field... 


It has been repeatedly proved that H. C. Little Burner 


Co. leads the field in the sale of vaporizing type oil- 


burning furnaces. For example, in a recent impartial survey of oil heating 


{ 


, ) 
aw furnaces with vaporizing burner 


dealers (conducted by a nationally recognized magazine) 95% of the warm 


old were reported to be H. C. Little, while 


ther brand names accounted for less than 1% each 


If you want a BIG PERCE NTAGE of the 


postwar heating business in your com- 


ity, you'll want to sell H. C. Little 
a complete line of small capacity, auto- 
matic oil-burning units especially de- 
igned for small homes 


Get your share of Postwar 





BURNER CO. 
San Rafael, Calif. 


Branches in 
Principal Cities 








The heart of any oil-fired unit 
H. C. Little 


offers the only automati¢ 


is the burner 


vaporizing burner employing 
electric ignition 


Heating Profit 





Send for your copy of 


“How to Get Real Profits 
in Postwar Heating” 
It's an eye-opener. 











HAVE YOU HEARD... 


H. D. Taytor Co., Buffalo, N. Y. 
wholesalers, have appointed Meyer 
Goldman department manager for 
radios and appliances. Mr. Goldman 
comes from the Jos. Strauss Co. where 
he was sales manager. 





A GoaL oF $330,000 IN WAR BONDS 
to buy a Liberator bomber was reached 
by employees of the Electric Appli- 


ance Division of Westinghouse at 
Mansfield, O. in less than half the 
time allotted. 


BIGGEST MONTH’S PRODUCTION in 
the company’s history was announced 
recently by Dr. Ray H. Manson, vice- 
president and general manager of 
Stromberg-Carlson Co. The record 
was achieved in the shortest month— 
February. 


TOTAL EARNINGS OF G-E EMPLOYEES 
amounted to $471,650,000 for 1943, 
compared with $382,039,000 for 1942, 
an increase of 23 percent, according to 
Gerard Swope, president. Average 
number employed in 1943 was 171,- 
133 and average annual earnings per 
employee amounted to $2,756. 


RECENTLY RELEASED ESTIMATES by 
the Rural Electrification Administra- 
tion states that there are 3,642,699 
farms in United States without cen- 
tral station service. 


TWENTY-EIGHT ELECTRICAL DEALERS 
in Salt Lake City operate “Wartime 
Trading Posts” in connection with the 
Utah Power & Light Co’s program 
aimed at bringing out spare electric 
appliances for sale or exchange. The 
utility continues to run periodic ad- 
vertisements with a clip coupon for 
registering the appliances, which may 
be mailed or delivered to any of the 
stores listed. 


* * 


REBUILT ALL-STEEL used frozen food 
cabinets of the type used for the stor- 
age of ice creams, are being featured 
by Frederick & Nelson, Seattle depart- 
ment store for domestic use in the 
long-time storage of meats, fish and 
Victory garden produce at prices ex- 
tending from $280 for a 4-hole cabinet 
to $560 for an 8-hole freezer. 


HOFFMAN TRIBUTE—Thirty Hoffman Radio Corp. workers paid a tribute in blood to 
the boys in the Anzio beach-head after working hours recently. All donors were mem- 
bers of the bowling and baseball teams of the company. 
equipment for the Navy precluded blood donations during the working day. 


Production of vital radio 


TOASTMASTER Propucts Drvision of 
McGraw Electric Co., Elgin, IIl., have 
had a star added to their Army-Navy 
“E” pennant. 


Puitco’s Output or Rapar and 
radio equipment to the Army and 
Navy is still on the increase, accord- 
ing to John Ballantine, president, who 
also announced that the company is 
borrowing an additional $10,000,000 
under the terms of its $30,000,000 
three-year V-loan to finance the in- 
creased production. 


Henry QuackensusH of the New 
York office of Landers, Frary & Clark 
was awarded first prize in the special 





post-war suggestion contest recently 
conducted at Universal. His sugges- 
tion was for the improvement in the 
design of Universal’s automatic iron. 


ZENITH’s SHIPMENTS for the month 
of February were the largest in the 
company’s history, according to J. J. 
Nance, vice president and director of 
sales. Shipments in one day alone 
reached a peak of $1,400,000. 


Tue Newty-Formep CLEVELAND 
DistrisuTING Co. has been named 
exclusive distributor for Eureka 
vacuum cleaners in the Cleveland 
wholesale area, according to Roger 
Sargent, general manager. The firm 
already had the distributorship for 
Grand gas ranges. 


Ing Execrric VENTILATING Co. is 
another to have a star added to their 
Army-Navy “E” pennant, while the 
Storage Battery division of Philco 
Corp. received its fourth renewal. 
Carlton Lamp Corp. of Newark, N. J., 
is another recipient of the coveted 
award. 
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Florence “permitted model” gas range is fully insulated, approved by A.G.A. 
A 36" range with 16" oven, slide-out drop-door broiler with safety stops 


WE’VE TAKEN ON A 
HOME-FRONT WAR JOB 
..- but the fighting front still is our chief job! 


wr 96% in War Work and proud 
of the job we’re doing. But re- 
cently we got a Home-Front assign- 
ment. The Government knew you 
needed “replacement ranges” to serve 
your customers. So we’re back in the 
stove business, now, with government 
sanction. 


Today we are making, in limited 
quantities, the Florence Permitted 
Model Gas Range shown above. It’s a 
handsome, stream-lined model that 
walked off with highest honors at the 
Chicago Furniture Market. 


Bigger than most other models— more 
attractive—the Florence Permitted 
Model was acclaimed the best value. 
We are also making an oil range, an 
oil stove and an oil heater. This shows 
what Florence can do...why we say 
“look to Florence!” 


When post-war production is re- 
sumed, look to Florence for the most 
outstanding line of gas ranges, electric 
ranges, combination ranges, oil ranges 
and oil heaters. And you can look to 
Florence for powerful advertising and 
merchandising support. 


FLORENCE STOVE CO. 
ELECTRIC RANGES - GAS RANGES - OIL HEATERS 


“Florence Will Be Ready” 
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The Army-Navy “E”’ 
for Excellence is fly- 
ing proudly over our 
Kankakee Shell Plant 


WHAT FLORENCE 
IS MAKING FOR 
OUR ARMED 
FORCES 


96% of all Florence facili- 
ties are still devoted to rush- 
ing a steady flow of goods 
to U S. fighting men. 


* 


Air Duct Systems for the 
great P-47 Thunderbolt. 


* 


Fuel Tanks for the vital C-46 
Transport Planes. 


* 


Burner Units for the Navy's 
Safety -Still (that emergen- 
cy lifeboat equipment which 
one naval commander has 
called “the blood bank of 
the seas’). 


* 


Shell Cases for the Army 
and Navy. 


* 


Cartridge and Powder Tanks 
for the Navy. 


* 


Heat Treating of armor 
plates for tanks. 


* 


BACK THE ATTACK 
BUY WAR BONDS 
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finer Radios for Peace 


War's demands for better weapons have added mightily 
to the progress of radio. Here at Detrola we are in the 
forefront of it. Detrola engineers are giving their knowl- 
edge and experience to the perfection of new and finer 
electronic equipment. Detrola production workers are 
learning and employing new short cuts in the mass manu- 
facture of quality products. Our work today is providing 
us with ideas for a great variety of postwar radio-electronic 
devices . . . and new ability to translate them into products 
of finest quality. Every War Bond You Buy Helps Bring 
Victory Closer. Buy Another Today. 


DETROLA RADIO | 


DIVISION OF INTERNATIONAL DETROLA CORPORATION + BEARD AT CHATFIELD, DETROIT §, MICH. 
C. RUSSELL FELDMANN dr PRESIDENT 
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I. W. Danrortu, president of the 
Danforth Co., Pittsburgh distributors 
is chairman of the $3,502,000 Red 
Cross War Fund and is directing the 
efforts of 30,000 volunteer workers 
throughout Pittsburgh and Alleghany 
country. 


Tue Moprrn FurRNITuRE AND Ap- 
PLIANGE STORE was opened recently in 
Salt Lake City as a furniture shop 
without any appliances to speak of in 
its stock. However its owner, W. W. 
Spainhour, has had seven years experi- 
ence in the electrical appliance field 
and as soon as equipment is again 
available he expects to carry a com- 
plete line. 


. . 


Witnm EACH Issue of its monthly 
consumer bulletin the Southern Cati- 
fornia Edison Co. includes a pamphlet 
on “Plans for Tomorrow,” covering 
the electrical installations in some de- 
partment of the house to be built when 
the war is over. Thus far the subjects 
of wiring, of kitchens and of bathrooms 
have been discussed. Ideas under 


-bathrooms for the prospective home 


builder to file include an electrically 
heated warming rack for drying stock- 
ings, lingerie and towels; sun lamp; 
built-in heater; combination lavatory 
and electric washer for small items; 
as well as special lighting for every 
feature. 


Grorce W. Maptson, since 1936 
sales manager of the Portland General 
Electric Co. died in Seattle, Wash 
recently. 


R. E. Fisner, vice president in 
charge of public relations of the 
Pacific Gas and Electric Co., was re- 
cently named chairman of the Coastal 
Area district of the Committee for 
Economic Development. The objec- 
tives of the movement are to provide 
maximum postwar employment in the 
Pacific Coast area and to maintain 
production at the highest possible 
level. 


Gitpert Trosrer, formerly with the 
San Francisco division in lighting 
sales, has been transferred to the main 
office of the Pacific Gas and Electric 
Co. where he will have charge of 
lighting sales, succeeding Wm. P. 
3ear, who retired the first of the year. 


* . 


Roy M. BuTCHER, ELECTRICAL CON- 
Tractor of San Jose, California has 
moved his office and shop from the 
rear of his home to enlarged quarters 
in the business district where he has 
also opened an electrical repair and 
motor winding shop. He is chairman 
of the California State Contractors 
License Board and a member of the 
board of directors of the Northern 
California Chapter, NECA. 


Victor W. Hartey, managing di- 
rector and secretary of the Pacific 
Coast Electrical Association, reports 
that 56 California cities and towns 
have already passed the suggested 
ordinance of the Association relative 
to the sale of sub-standard appliances. 
More than a score of other municipal- 
ities are expected to take action on 
ordinance within the next 60 days. 
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The EASY Post-War Sales Bulletin 
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How can I stop more Floor Traffic and increase my Sales? 
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AYBE the Washer department will never replace 

l the shirt and stocking counters at the entrance to 

I your favorite department store. But there’s going to be 

| a long period after appliances are back on the market 

| when they'll be just about the most exciting items that ANY 
dealer has to sell. 

: That’s why thoughtful merchants 

| are planning extensive relocation of 

store departments now—to be sure 

! they get their share of the boom 

l sales of war-scarce items when the 

I post-war curtain raises. 
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They’re not thinking in terms of 





getting out the dust-mop and broom 
to brush the cob-webs out of that vacant space in the 3rd 
floor rear, where the washers used to be. They’re racking 
their brains to pick out a top-notch traffic spot u ith plenty of 
room to do an honest-to-gosh sales job on one of the really 
important profit items that will be available during the 
period of transition to normal times. 

And—here’s where we come in—we’re racking our 
brains, too—to be sure you’re going to have the Easy 
Washers and Ironers to put in that premium spot. And, 
going even further, to help you plan the type of depart- 

oO ment layout that will do its share-of the selling job. For, 
while WHERE to display is awfully important... 


How to Display is Important, too! 
We've never seen any evidence to sell us off the idea that 


DEMONSTRATION is the key to profitable appliance 


HOME LAUNDRY EQUIPMENT SPECIALISTS FOR 67 YEARS 
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selling. Or that good “Demonstrating Display” can make 
a big share of the difference between a defensive sales 
policy that has to rely on “hot promotions” of low-priced, 
off-brand merchandise—and aggressive salesmanship of 
premium-performance, high-unit mer- 
chandise whose extra features justify 
its better price. t 
We've got some ideas on the sub- 
ject of “Demonstration Displays” 
that will stop floor traffic and lead 
to extra sales of home laundry equip- 
ment, and related items as well! 





We've a hunch you'll like those 
ideas. They’re in a book that’s now going to our field 
representative in your section. So, be on the lookout for 
him—and set aside enough time to really discuss the display 
suggestions he'll be prepared to offer. They’re important to 
you now, and they'll be even more important soon! 


Easy Washing Machine Corporation, Syracuse 1, N. Y. 
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Keeps Them Going 


To all heating devices, their Chromel heating elements might 
well be called their “staff of life.” The heating element alloy, 
Chromel, just about brought these devices into being, 37 years 
ago, and has been their faithful sustainer ever since.—Fortunate 
it is, that Chromel is so durable, these days. In fact, if Chromel, 
the original nickel-chromium resistor, had 
not been so long lasting, who can say when 
the device industry would have come alive. 


For 37 years Chromel has served you well. | CHROMEL 


| Ee 


WIRE 





It is described technically in Catalog-M. 












DETROIT 8, MICHIGAN 
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CUP-WINNER — Sailboat racing is leading 
hobby of Theodore D. Moore, affable man- 
ager of the Red Bank District office of the 
Jersey Central Power & Light Co., who says 
his greatest thrill in the sport was winning 
the Don © trophy in 1941 at San Juan, P. R., 
in his Comet, the Marglo. Also a keen pho- 
tographer, he turns out some exceptionally 
fine pictures in a darkroom replete with 
gadgets he has made from appliances. 
Crowding these hobbies for time is angling, 
at which he is no slouch, having landed his 
full quota of striped bass along the Jersey 
Coast. 





Survey Shows Interest 
In Frozen Food Units 


Home service advisors of the Cleve- 
land Electric Illuminating Co. have re- 
cently concluded a survey of the util- 
ity’s customers’ interest in home frozen 
food cabinets. Total number of cus- 
tomers interviewed, according to J. E. 
North, sales manager, was 2,102, which 
included 36 owners of frozen f od 
cabinets 

Results of the survey are summar- 


ized in the following table 
Question Yes No 

1. Do you own a frozen 
food cabinet? .. 36 2,066 


2. Are you familiar with 
the conveniences of 


MEE caccccane. CR 912 
3. Would you like to own 
one? 1,193 890 


4. Are you planning to buy 
a frozen food cabinet 
as soon as available? 404 1,453 
Comb. Sep. 
5. Would you prefer the 
refrigerator combina- 
tion or the separate 
a ae ae 626 1,07° 


In eight instances the home serv: 
advisor did not ask the fifth questiva 
when the homemaker answered “no” 
to the first four questions asked. 


lowa Utilities Conference 


The Iowa Utilities Association will 
hold a post war planning conference in 
Des Moines, Iowa, June 19 and 20, 
1944. This conference is held in lieu 
of the Sales and Distribution School 
formerly held by the Association dur- 
ing January of each year, until 1943. 
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Out of Emerson Radio’s war-occupied laboratories...out of a 
proving ground as wide as the world...there are coming engi- 
neering miracles...new light metals...new plastics...new con- 
cepts of design and style...new production techniques which will 


bring a new conception of small radio to America. 


...and for the first time practical television at a price everyone 


can afford... Emerson Radio-built television. 


Emerson Radio’s vastly enlarged research facilities... its creative 


physicists and engineers. ..are now accomplishing miracles in the 





creation of equipment for use on land, on sea and in the air. 


Emerson Radio of the future will be “an even greater new idea 
in a small package...compact...efficient... fine.” In the promo- 
tion of these revolutionary new products there will be constructive 
policies which will add enormously to the value of your Emerson 
Radio franchise in the days to come. 

Emerson Radio is creating tomorrow’s business for you today, with power- 
ful advertising in newspapers, national magazines...and on the air. 


Tune in to “Green Valley, U.S.A.” every Sunday afternoon at 5:00 PM., 
EWT over the coast-to-coast Mutual Network. 


EMERSON RADIO & PHONOGRAPH CORPORATION, NEW YORK Il, N.Y. 
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This advertisement 
Will appear in: 


THE LADIES’ HOME JOURNAL 
GOOD HOUSEKEEPING 


BETTER HOMES & GARDENS 
THE AMERICAN HOME 
HOUSE BEAUTIFUL 
THE PARENTS’ MAGAZINE 
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A Nest Egg for Future Business 


Youncstown PREssep STEEL insures YPS dealers 
a “nest egg for future business” by continuously keeping 
Youngstown Kitchens before 16,000,000 National maga- 
zine readers. The advertisement shown above will appear 


in full color in April. 


Send for details about YPS dealerships NOW and 
share this YPS nest egg of prospective Youngstown 


Kitchen purchasers in your own territory. 


YOUNGSTOWN PRESSED STEEL DIVISION 
Mullins Mfg. Corp., Dept. EM-444, Warren, Ohio 


Please send me YPS booklet, “Get Ac- 
quainted with Your Kitchen Business.” 


Name 
Street 


City State 
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50 YEARS ON THE JOB—Joseph Becvar, 73-year-old director of development at the 
Grand Home Appliance Co., Cleveland, is celebrating his 50th year as a stove designer. 
He has designed 45 different models and the latest, according to D. L. Edelmuth, vice- 
president, was ready for shipment in March. 





An annual average of 78 per cent 
more Westinghouse electrical house- 
hold appliances will be sold during the 
first five post-war years than were 
distributed in either of the peak years 
of 1940 and 1941, according to coast- 
to-coast estimates made by 102 dis- 
tributors of the company’s Electric 
Appliance Division at Mansfield, Ohio. 

The survey covered 13 appliances 
and was based on the assumption that 
the first post-war year estimated would 
be the first year in which industry 
would be free to produce without re- 
strictions of government control or 
material shortages. 

T. J. Newcomb, sales manager, ex- 
plained that the post-war business 
estimates were made to assist West- 
inghouse appliance factories at Mans- 
field, Ohio, and East Springfield, 
Mass., in making plans for the years 
to follow the end of the war. 


All Appliances Show Increase 


Following are the average increases 
in sales of 13 different appliances esti- 
mated for the first five post-war years 
as compared to the average sales for 
1940 and 1941, with all percentages 
representing anticipated increases: 

Refrigerators, 48 per cent; ranges, 
72; water heaters, 118; washers, 97; 
ironers, 183; fans, 29; vacuum clean- 
ers, 67; small air conditioners, 138; 
roasters, 36; irons, 58; small appli- 
ances, 66; water coolers, 82, and dish- 
washers, 818. 

Mr. Newcomb said the survey— 
instigated by the Planning Committee 
of the Westinghouse Electric Appli- 
ance Division—“is a quantitative ex- 
pression of faith from a cross section 
of the nation’s experienced marketing 
men, Despite the fears of inflation 
and maladjustment for many of our 
economic forces, the net opinion is 
that there will be a favorable out- 
come.” 

The actual amounts of sales volume 
indicated by the average in this esti- 
mate, according to Mr. Newcomb, 
probably are significant only in their 
approximate levels. It would be illog- 
ical to attach more than general cred- 






Westinghouse Post-War Survey 
Anticipates Business Increase 


ence to specific figures which apply to 
such an uncertain future, but whether 
the general expectancy is for 10, 50 
or 100 per cent better markets, it cer- 
tainly has a meaning when it is the 
mass opinion of some 200 well in- 
formed and experienced wholesalers 
The figure 200 was used by Mr. 
Newcomb because every one of the 
102 Westinghouse distributors con- 
ferred with at least one other business 
man before formulating his estimates. 


Three Assumptions Made 


Three general assumptions were 
made by the distributors in arriving at 
their estimates: (1) the average sales 
in 1940 and 1941 were used as a base 
against which post war estimates were 
made; (2) freedom from government 
control and material shortages was 
assumed; (3) it was assumed that 
Westinghouse factories would have 
adequate capacity to produce the num- 
ber of appliances demanded, and at 
the same time prices, policies and pro- 
ducts would be fully competitive. 
Aside from these assumptions, the 
estimates reflected the distributors’ 
judgment of economic conditions, the 
market, installment terms, taxes, in- 
flation or deflation, pent up demand, 
population changes, employment levels 
and competition. 


PCEA Passes Adequate 
Wiring Resolution 


Acting on recommendation of the 
adequate wiring committee of the 
Pacific Coast Electrical Association, 
the board of directors at a recent 
meeting authorized the preparation of 
a resolution recommending the amend- 
ment of the National Electrical Code 
to prohibit domestic circuits of less 
than 20 amp. in wire capacity and cir- 
cuit protection. Success of this move- 
ment would mean the elimination of 
No. 14 wire for use in house circuits. 
Copies of this resolution are being sent 
to interested organizations through- 
out the nation to enlist their support 
in the amending of the Code. 
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A LONG- 
STANDING POLICY 





OF NON-DIVERSIFICATION 


THAT HAS“MADE ZENITH 








GREAT YESTERDAY 
GREAT/TODAY- 


4 
AND WILL/“MAKE ZENITH 
¢ 


GREATER TOMORROW! 


* This singleness of purpose—Radionics exclusively 
—is the basic reason why you can be sure of the quality 
of Zenith’s post-war line. 

Everything Zenith is making today is for the armed 
forces or for rehabilitation, but Zenith has never 
lost sight of the obligation owed to its many distrib- 
utors and retail dealers. It’s one of the chief reasons 
why we have striven—successfully—to hold our engi- 
neering and production organizations intact, why we 
have not fanned out into other home appliance fields 


but have chosen to adhere strictly to a policy of 


ZENITH RADIO CORPORATION 4 
ILLINOIS - 


Zetter than Cash 


WAR SAVINGS STAMPS AND BONDS 


CHICAGO 379, 
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Radionics exclusively—why we have concentrated our 
every effort toward providing to our entire dealer 
organization the most valuable radio franchise in the 
country. 

Naturally, through our war efforts we have dis- 
covered many new techniques and production 
efficiencies all of which will be adapted to civilian 
manufacture. Full concentration on the Zenith long 
distance radios of the future is assured by Zenith’s 


announced policy of “‘Radionics exclusively” — your 


guarantee of finer Zenith radios for tomorrow. 
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«RADIO 


RADIONIC PRODUCTS EXCLUSIVELY 
WORLD'S LEADING MANUFACTURER 
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GENERATOR CO 
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LAUNDROMAT DEMONSTRATION—Executives of the Westinghouse Electric Appliance 


Division are shown with their automatic washer, the Laundromat, at the National Home 
Furnishings Show at Chicago. From left to right (clockwise) are Ralph Z. Sorenson 
manager, Small Appliance Department; |, Frank Brownson, manager, Laundry Depart- 
ment; Ralph E. Kruck, manager, Products Design Department; W. E. Slabaugh, Jr., 
manager, Vacuum Cleaner Sales Section; V. E. Freeland, director, Department and 
Furniture Store Sales, and A. R. Heck, regional co-ordinator. 





Appliance Repair Men 


Shortage Described 


The shortage of repair parts and 
skilled repairmen were cited as the 
two most serious problems interfering 
with electrical appliance repairs in 
reports of members of the Electrical 
Appliance Repair Shops Industry Ad- 
visory Committee to government 
officials, WPB reported recently. 

In many cases, consumer hardships 
have resulted from the inability of re- 
pair shops to obtain parts quickly 
enough, committee members said. It 
was the opinion of the committee, 
however, that Controlled Materials 
Plan Regulation 9-A, which assigned 
an AA-3 rating to repair shops for 
parts and material, has been very help- 
ful since it eliminates the necessity of 
repair shops filing applications for 
necessary ratings 

Industry representatives agreed to 
send in reports to the Service Trades 
Division of the Office of Civilian Re- 
quirements listing those parts that are 
most difficult to obtain. 


Should Consult USES 


Because there is a serious shortage 
of skilled repairmen, repair shop 
operators should consult frequently 
with their local U. S. Employment 
Service offices for help in obtaining 
repairmen, the committee was told. 
Any training programs in the com- 
munity should also be investigated as 
a possible source of additional repair- 
men. 

\ representative from Selective 
Service told the committee that some 
80,000 war veterans are being dis- 
charged each month from military 
service, and that U. S. Employment 
Service offices are working on the 
problem of placing these men in jobs. 
Electrical repair shops have an ex- 
cellent chance of hiring some of these 
men since they can place them in 
permanent jobs, a representative from 
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the Service Trades Division told the 
committee. Members of the industry 
were advised to keep in close touch 
with their local USES offices about 
the possibility of hiring returned 
veterans. 

Vocational programs used in train- 
ing electrical appliance repairmen 
were described to the committee. In 
formation concerning some of these 
training plans can be obtained from the 
Electrical and Mechanical Repair 
Section of the Service Trades Di- 
vision, WPB, in Washington. 


M-H Planning New 
Heat Control Systems 


Minneapolis - Honeywell Regulator 
Co. is prepared to introduce after the 
war improved systems for the control 
of domestic heating, H. W. Sweatt, 
president, announced recently in the 
annual report for 1943 

Widespread introduction of these 
control systems, described as Moduflow 
for postwar home heating and air 
onditioning, and “personalized” heat 
ior apartments, has been delayed only 
by the war, Mr. Sweatt reported. 

Production as measured by dollar 
volume in 1943 increased 65 percent, 
net sales for the year being $68,340,590 
after voluntary price refunds of $12,- 
000,000 compared with $41,372,912 in 
1942, without giving effect to renego- 
tiation refunds in either year. By far 
the greater part of 1943 sales were to 
the Ordnance Department of the Army 
and to the Army Air Forces, Mr. 
Sweatt said 

Net income carried to surplus for 
1943 was $2,908,852, after a deduction 
of $319,995 as a result of settlement 
ot 1942 renegotiation, and after depre- 
ciation and other reserves. 
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® Telechron’s nation-wide service system is at your beck and call— 
to help you in the important wartime job of keeping the nation’s millions 
of Telechron clocks running smoothly. Even a durable, dependable 
Telechron may need a little attention now and then—and accidents 


® Listed below are the 64 authorized Telechron Service Stations. 
can do a complete service job, or furnish parts for your own repairs. 
Make a note of the one nearest you, and use it regularly to save time 


costs. 


31 W. Market St. 


605 W. North Ave 


268 Hammond St. 


175 Pearl St 
02 State St 
2023 First Ave., N 


‘87 Washington St 


ms. 


s THERE'S A Zéechzon 


REG. U.S. PAT. OFF 


SERVICE STATION 
NEAR YOU 


Each 


Manchester, N. H. 


Robert A. Horace Co. 78 Manchester St 


Milwaukee 3, Wisconsin 
*, Q. Rountree 1220 Majestic Bidg. 

CRanenget. Minnesota 
E. B. Kelley Co. 


Castetite 6, Tennessee 
bee Time Service 


214 So. 7th St. 
616 Boscobel St. 
Newark 2, New Jersey 

Robert Halpern Roor 


n 301, 917 Broad St 


New Haven, Connecticut 
Connecticut Jewelers Supply Co., 19 Congress Ave. 


New Orleans 12, La 


Specialty Sales & Servic 424 Camp St 
ow York 18, New York 
ock Serv. Div. of Electime Corp., 112 W. 42nd St 
Omaha 2, Nebraska : 
Tr. L. Combs & Sons. . 1617 Harney St 
Orlando, Florida 
Southern Electric Company $2 West Church St 
he eg 7, Penneytwante 
tric Time Servic 
450 Burd Bidg., 9th & Chestnut Sts 
Phoenix, Arizona 
Vinson-Carter Electric Co 25 E. Adams St. 
Pittsburgh, Pe. 
Quick r » Electric Co. Jenkins Arcade 


Portiand 3, Maine 


Parker L. Starrett 144 High St 
Portiand, Oregon 

B. W. Cobb Watch & Clock Shop 226 Alder St 
Providence 3, R. I. 

Marshall Electric Cu 24 N. Main St 


Rochester 4, New York 
Electric Razor Service Co. 50 


Salt Lake City 1, Utah 


Time & lustrument Co. 


Stone St 


222 Dooly Bldg 
San Antonio 5, Texas 


Haak Typewriter Co 310 Navarro St 


Son Stage 1, California 
ener Electric Co. 229 “B”" St 

San Francisco 5, California 
Califorma Electric Service Station 
400 Mission St 


Seattle 4, Weshington 


City & Fixture Co 


Cor. Fremont 


1022 Third Ave 


Shreveport, Louisiana 


J. W. MeCar 410 Milam St. 


Spokane 8, Washington 


Maxwell & Franks 619 First Ave. 
Cagtaginte 3, Mass. 
F. Cushing . 349 Worthington St. 
St. Louis 3, Missouri 
Kaemmerien Electric Co. 2318 Locust St 


St. Potershure, Florida 
Bruce W 360 Central Ave 


Syracuse 3, New York 


J. J. Bartlett 231 E. Onondaga St. 
Toronto, Ont., Canada 

Canadian G. I o. 212 King St., W. 
Washington 4, D. C 

Central Armature Works 625 D St.. N. W 
Wilkes-Barre, Pa. 

Good Housekeeping Center, Inc., 18 E. Market St. 
Youngstown 3, Ohio 

Buckeye Time Service 316 Erie Terminal Bldg 


® Telechron Electric Clocks are not being built now. But thousands of Tele- 
chron synchronous motors are doing tough timing and control jobs in war 
industry. After the war, we'll be back with a line of superb new electric clocks. 
Our Telechron Service Stations and distributors are anxious to help you 
Keep in touch with them. 


WARREN TELECHRON COMPANY, ASHLAND, MASS. 





DUMONT TELEVISION PREMIERE—Producer and cast of “Wide Horizons,” 
star Eddie Dowling (seated, second from the left) assemble at New York's DuMont 
Television studios for the television version of the new Mutual series, which had its 


headed by 


national premiere recently. It marks the first time a network airshow will have as its 
regular policy a repeat television version. Regular "Wide Horizons" broadcast is heard 
over Mutual every Sunday at 4 p.m. EWT. Television version is beamed at 8:15 p.m. EWT. 





Now fully engaged in the manu- 
facture of military radio, test equip- 
ment and naval ordnance, Phil-Ameri- 
can will return to the production of 
Philharmonic radio-phonographs when 
civilian production is resumed, featur- 
ing home recording and television. 


G-E Opens Newark 


Service Center 


L. H. Taylor, manager of Product 
Service for the Appliance and Mer- 
chandise Dept. of General Electric 
Co., announces as effective March 1 
the establishment of a factory-operated 
Newark Appliance Service Center at 
85 Main Street, West Orange, N. J. 

The Service Center will take over 
the service activities on G-E refrigera- 
tors, ranges, water heaters, washers, 
ironers, disposalls, electric sinks, 
kitchen cabinets and commercial re- 
frigeration equipment formerly handled 
by the Philip H. Harrison Co. 

The Harrison Co. will continue as 
distributors of commercial refrigera- 
tion equipment. 

The Newark Service Center, the 


Second Year for 
"Wartime Idea Exchange” 


At a recent meeting in Washington, 
attended by officials of Nash-Kelvi- 
nator Corp. and by government food 
authorities who have been serving as 
judges in the “Wartime Idea Ex- 
change,” results of the first year’s 
operation of The Exchange were re- 
viewed and plans laid for continuation 
of the project. Organized by Nash- 


seventeenth factory-operated appli- Kelvinator in cooperation with gov- 
ance parts and repair organization ernment food authorities, the “Wartime 
under Mr. Taylor’s supervision, will Idea Exchange” enlisted support of 


professional home economists in the 
discovery and circulation of effective 
solutions for wartime home problems. 

To date more than 2,100 of Amer- 
ica’s home economists, including those 
from leading women’s magazines, 
newspapers, utility companies, and 
women’s organizations have partici- 
pated in the Exchange. Two hundred 
and two war bonds have been awarded 
for suggestions which have been shared 
with America’s 35,000,000 homemakers 
by means of the “Homemaker’s Helper” 
pamphlets. To date more than a mil- 
lion of these have been printed and 
distributed to schools, colleges and 
homemakers. 


be managed by John H. Stubbs who, 
for the past six years, has been product 
manager for Harrison. 


Philharmonic Radio 
Expands Quarters 


Phil-American, Inc., makers in 
peace-time of Philharmonic radio- 
phionographs, have just completed ar- 
rangements for removal of their entire 
plant to 528 East 72nd Street, New 
York, where they will occupy more 
than six times their present space at 
216 William Street. 

This is the fourth expansion of the 
organization since 1937 when it was 
founded by Avery R. Fisher as the 
Philharmonic Radio Co. for the manu- 
facture of high quality radios and 
phonographs. In January of this year, 
the entire operations of Philharmonic 
were assumed by Phil-American, Inc., 
a subsidiary of American Type Found- 
ers, Inc. The management and per- 
sonnel of Philharmonic have continued 
in the new affiliation, with Mr. Fisher 
as president and general sales man- 
ager, Victor Brociner as vice president 
and chief engineer, and Stanley Bogart 
as vice president and treasurer. 


Hess Heads Indianapolis League 


Dan C. Hess was re-elected presi- 
dent of the Electrical League of In- 
dianapolis for the ensuing year. Other 
officers elected by the board of directors 
subsequent to the annual meeting are: 
C. H. Domhoff, Guarantee Tire & 
Rubber Co., vice president; H. W. 
Claffey, Sanborn Electric Co., secre- 
tary; Tom Beecher, Graybar Electric 
Co., asst. secy.; W. J. Morgan, West- 
inghouse Electric & Mfg. Co., treas- 
urer, and L. O. Rainier, Rainier Fur- 
niture Co., Asst. Treas. 
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On post-war Home Washers, too, 


ECLIPSE Plastic Agitators: 


will help turn prospects into buyers... Quicker! 
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IN IRONERS 


Conlon Pioneered Every 
Important lroner De- 





velopment Since 1926 



































The leadership of the Conlon lroner is unques- 
tioned. It was established a generation ago and 
has been maintained through the years by 
intensive application of engineering skill, hard 
work and the determination to produce the 
finest product in its field, an ironer so good 
that even today every Conlon Ironer is still 
ironing. 


Today, with Conlon production capacity en- 
tirely devoted to war work, this process of 
continuous creation, refinement, testing and 
re-testing, goes on, assuring that when Conlon 
lroners are again offered to dealers they will 
still be the last word in domestic ironers 
quality ironers that carry a full margin, trouble- 
free ironers that eliminate profitless servicing 
and come-backs . .. CONLON IRONERS that 
give complete satisfaction and bring in new 
customers. 


CONLON will always be 
"| st mi ) 


IN IRONERS” 







CONLON ists 


1926—The Non-Sag Roll 

1926—The 30” Roll 

1927—The Table-Top Cabi- 
net 

1930—Perfect Shoe Align- 
ment (no distortion when 
shoe is hot) 

1930—The Floating Shoe to 
insure equal pressure on 
the roll 






















193'—Lifetime Scratch. 
Proof Shoe 
1932—15-Year Rebuild 


Guarantee 

1932—D wal Thermostatic 
Control 

1933—The 2-Sneed Mecha- 
nism 

1940—The Slide-Glide 


Ironer Shoe 


Other CONLON Features 
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CONLON CORPORATION “Quolity Washers ond Ironers” 1824 S. 52nd AVE 
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Fowler, president. 
vice-president of Florence. 


plant was awarded the Army-Navy "E" in a recent ceremony. 
At the left and slightly behind the Admiral is Eugene Holland, 


FLORENCE STOVE GETS ITS “E"—Rear Admiral Willard A. Kitts is shown congratu- 
lating W. L. Cooper, vice-president of the Florence Stove Co. whose Kankakee, Ill, 


Between them is R. L. 





Plan for Maintaining 


Frigidaire Service 


An all-out effort on the service 
front is being waged by Frigidaire to 
see that proper refrigeration is main- 
tained in the homes of its millions of 
users during the coming hot weather 
season. “There is certain to be a 
greater service demand than ever be- 
fore,” says P. V. Sprout, Frigidaire 
service manager, “as a result of in- 
creased refrigeration burdens, the in- 
ability to secure new products, and the 
steadily advancing age of present 
equipment. Several months ago we 
devised a plan that is already helping 
our dealers to keep present servicemen 
at their vital work, during the winter 
season, and to find and train the 
hundreds of new men that will be 
needed for next summer’s peak serv- 
ice demands. 


Booklet Describes Pian 


Details of this program are described 
in a 28-page booklet, A Wartime Plan 
for Maintaining Frigidaire Service, 
recently sent to dealers. 





P. V. SPROUT 


“Another feature of our ‘Wartime 
‘Jan’ is our new Primary Service 
Course” Mr. Sproud said. 
“It is scientifically planned to give new 
men a valuable insight into the funda- 
mentals of refrigeration service, as 
well as to give men even of consider- 
able experience helpful ‘refresher’ in- 
struction in their work. It is clearly 
written, well illustrated—and, thorough 
as it is, all 24 lessons may be com- 


Training 


APRIL, 


pleted in three months or less.” 

Another instruction help for new 
men, and one which has been found 
especially effective, is a set of nine 
training films showing actual service 
operations and covering all major 
products and problems. 

Field schools, both day and night 
are also conducted, with instruction by 
experienced factory and_ district 
personnel. These range from 2-day 
refresher courses for experienced men 
to two-week, full-time schools for new 
men. 

Other Frigidaire training aids in- 
clude three handy pocket-size refer- 
ence guides; and two service manuals 
containing a total of 1500 pages and 
2500 illustrations, and covering all 
the company’s products. 


Preventive Service to Lower Summer 
Peak Demand 


To help its dealers lower the sum- 
mertime peak demand upon the service 
force and hold their present service- 
men by providing the maximum work 
hours during the winter season, Frigi- 
daire has developed a special War- 
time Service Plan. Combinations of 
preventive services, for both house- 
hold and commercial users, are offered 
at attractive prices in the winter as a 
means of spreading service work more 
evenly over the year and assuring 
service men higher earnings in the off 
season when they might be attracted by 
other jobs. 


Film Describes Service 


Still another aspect of Frigidaire’s 
wartime service program is its greatly 
expanded facilities for repairing and 
rebuilding used parts, manufacturing 
new replacement parts, and distribut- 
ing through its service organization 
the thousands of different parts re- 
quired to keep in efficient operation 
the hundreds of various models of 
Frigidaire equipment manufactured 
during the past 25 years. This work 


of Frigidaire’s Service Factory and of 
the company’s Service Dept. is graph- 
ically described in a 15-minute sourd- 
slide film, The Story of Frigida:re 
Service, now being presented before 
dealer groups to acquaint them with 
this phase of the service activity. 
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With the Dawn of Peace... Your 


wo peace comes, the L&H 
line will be ready for you 

— sparkling with new improve- 

ments that will prove irresisti- 

ble to your customers. 

We're Serving a” 

Market lust Wow . 





L&H PRODUCTION IS NOW DEVOTED 





TO MAKING THESE WAR GOODS: 


for electrical control apparatus; containers for 
bomb parachutes; cartridg belt webbing; 


assembly of air compressors on US. army 
trucks; steel cases for truck tools and parts. 


bl 
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Pins tor tank tracks; anti-aircraft shells; cases yicto 





It's true that L & H postwar 
plans cannot yet be completely 
divulged. The facilities of this 
Vast plant are still devoted to 
the precision production of 
vital war goods. 

But this is a good time for plan- 
ning. The problem of postwar 


prosperity and progress are 





yours and ours together. We 
believe that the completeness 
of the L & H line and our 70 
years of successful experience 
in designing. manufacturing and 
merchandising justify your seri- 
ous consideration. In your post- 
war planning include L& H. It 


will be a good line to sell. 


. 
"Cum ont 


A. J. LINDEMANN & HOVERSON CO, 


Since 187 


MILWAUKEE, WISCONSIN 


aLLR 


Manufacturers of ELECTRIC RANGES + ELECTRIC WATER HEATERS © GAS RANGES + OIL STOVES + PORTABLE OVENS + GIL HEATERS + WICKS 
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% AIR EXPRESS shipment that’s packaged, labeled 
LX and ready to go...sHouLtp Go! Don’t let it srt! 


Call AIR EXPRESS right away...instead of waiting for 





“routine” afternoon pick-ups. Your shipment thus | 
avoids end-of-the-day congestion when Airline traffic 
is at its peak. That’s the secret of getting fastest 


delivery! SHip WHEN READY! 







(nd to cut costs—AIR EXPRESS shipments 
should be packed compactly but securely, 


to obtain the best ratio of size to weight. 


A Money- Saving, 
High-Speed Tool 
For Every Business 


As a result of increased efficiency developed to meet wartime 
dem ands, rates have recently been reduced. Shippers nation- 
wide are now saving an average of more than 10% on Air 
Express charges. And Air Express schedules are based on 
hou 


irs’’, not days and weeks—with 3-mile-a-minute service 


direct to hundreds of U.S. cities and scores of foreign countries. 
WRITE TODAY for “‘Vision Unlimited” —an informative booklet 
that will stimulate the thinking of every executive. Dept. PR.-4, 
Railway Express Agency, 230 Park Ave., New York 17, N. Y. 






Gers there FIRST 


Phone RAILWAY EXPRESS AGENCY, AIR EXPRESS DIVISION 
Representing the AIRLINES of the United States 
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Stromberg-Carlson To 
Operate Television 
Station 


Television was assured for Roches- 
ter shortly after the end of the war by 
action recently taken by the Strom- 
berg-Carlson Co. Already the owners 
and operators of Station WHAM and 
of Frequency Modulation Station 
WHFM, the company, has made ap- 
plication to the Federal Communica- 
tion Commission for a license to oper- 
ate on a commercial basis a television 
broadcasting station. 

Provision has been made to assure 
the receipt as soon as possible after 
the close of hostilities of up-to-the- 
minute studio and transmission equip- 
ment. 

In discussing the application for a 
television license, William Fay, vice 
president in charge of broadcasting, 
pointed out that the operation of a 
television station would be but another 
step in his company’s progress in the 
broadcasting field. 

Asked where the company proposed 
to locate the new broadcasting studio 
and transmitter, Mr. Fay revealed that 
plans were already under way to create 
on Humboldt Street, adjoining the 
present war plant, Rochester’s Radio 
City, including a studio building and 
FM and television transmitters. 


Television Sets Will Be Available 


In response to an inquiry as to 
whether his company was planning to 


manufacture television receivers, Dr. 
Ray H. Manson, vice president and 
general manager, pointed out that 





"“U PLAN FOR V DAY" IN BROOKLYN— 
The Brooklyn (N.Y.) Dealers Association 
held a meeting recently to study ways and 
means of making effective use of the "U 
Plan for V Day" campaign of Landers, 
Frary & Clark, which is designed to stimu- 
late post-war appliance sales. At the left, 
W. J. Cashman, director of promotion for 
Universal and author of the plan, analyzes 
it for the dealers. Above, R. Atkinson, M. 
Okin, J. Schneer, P. Peters, S. Klein and 
A. Herman, ace appliance dealers, register 
their approval of the plan for the camera- 
man, 





Stromberg-Carlson had been engaged 
in television research since the early 
30’s and had produced television re- 
ceivers commercially in 1938 and 1939. 
It is already evident, said Dr. Manson, 
that the interest in television is grow- 
ing by leaps and bounds. Rochester 
will have one of the first postwar 
television stations and Stromberg- 
Carlson will have available some of 
the first post-war television receiving 
sets. Production of these television 
instruments in the large quantities ex- 
pected, coupled with the anticipated 
heavy increase in the demand for FM 
sets and for telephone equipment aided 
by the operating companies assure the 
full employment of Stromberg-Carlson 
workers after the war ends. 


Universal Customer 
Service Reorganized 


Landers, Frary & Clark, manufac- 
turers of Universal electrical appli- 
ances and housewares recently an- 
nounced plans for re-organizing the 
Customer Service Department to more 
effectively handle wartime service 
problems and to extend additional 
assistance to consumers of Universal 
products after the war. 

H. M. Stack, former manager of the 
replacement parts department will 
supervise the activities of this new de- 
partment assisted by E. H. Prior in 
charge of the Repair Division and 
Adolph Zering of the Renewal Parts 
Division. 

The new arrangement provides for 
maintaining adequate stocks of both 
current and obsolete parts; estab- 
lishment of facilities for handling 
factory repairs promptly and at a 
nominal cost to the consumer; the 
preparation and maintenance of parts 
price lists; preparation and dissemi- 
nation of repair instructions and 
manuals with a complete program of 
information to dealers. 
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This is the easy-to-use CP Business Building 
Plan that increases your floor traffic NOW and 
sells your customers on higher quality Gas 
Ranges for postwar delivery. Built on the patri- 
otic theme of creating jobs for service men, this 
Plan ties you into winning the war and winning 
the peace, increases sales of War Bonds, helps 
create good jobs and provides you with a back- 
log of profitable orders. _ 

Gas Ranges bearing the famous CP Seal meet 
the highest performance standards of engineers 
and home economists of the entire Gas indus- 
try. That is why the CP Seal is the American 
woman’s buying guide—the symbol by which 
all cooking appliances are judged—the nation- 
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ally advertised emblem your customers will 
look for on your sales floor. 


GAS RANGES BEARING THE CP SEAL 
ARE MANUFACTURED BY 


A-B Stoves, Inc. O’Keefe & Merritt Co. 
American Stove Co. Roberts & Mander Stove Co. 
Caloric Gas Stove Works Geo. D. Roper Corp. 
Cribben & Sexton Co. Standard Gas Equipm’t Corp. 
Detroit-Michigan Stove Co. The Tappan Stove Co. 

The Estate Stove Co. Western Stove Co., Inc. 
Glenwood Range Co. IN CANADA 

James Graham Mfg. Co. Clare Bros. & Co., Ltd. 
Grand Home Appliance Co. Gurney Foundry Co., Ltd. 
Hardwick Stove Co. Moffats, Ltd. 


For a complete kit and full details on how to build profitable 
Gas Range business, mail the coupon below. 


‘_-_---_---- 


Assn. Gas Appliance and Equipment Manufacturers 
I 60 East 42 St., New York 17, N. Y. 


Please send a complete CP Business Building Kit to: { 


Name = ' 


Firm 


j Street —— | 
fea, as = = 
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Use Tomorrow's 
Oven Heat Controls 


Today pilots of the swift and deadly P-51 Mustangs 
use a new kind of heat control —engineered, designed 
and manufactured by Robertshaw. Called an Actuator, 
this precision instrument controls engine operating 
temperature automatically. Robertshaw Actuators 
have nearly 500 parts, many built to tolerances rang- 
ing from .0001 to .0004 inches. 

Tomorrow the skill and experience gained in the 
development of these Actuators will mean still better 
Robertshaw Oven Heat Controls. So tomorrow, more 
than ever, a Robertshaw Oven Heat Control will be 
a fuel and food saving plus which homemakers will 
be looking for on the ranges they buy. 


Women’s Interest 
Radio Programs Are 
Telling Homemakers 
About Robertshaw 
Oven Heat Controls. 








ROBERTSHAW THERMOSTAT COMPANY 
YOUNGWOOD, PENNSYLVANIA 
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NEW LITERATURE AND SALES HELPS 





Westinghouse Better 
Homes Booklet 


For builders, contractors, architects, 
engineers, and allied interests, a new 
book which explains the need for 
better wiring for better living in post- 
war homes has been prepared by the 
Better Homes Department of the 
Westinghouse Electric & Mfg. Co. 

According to the new 64-page illus- 
trated book, the better wired home of 
194X will have (1) enough outlets for 
present and anticipated appliance and 
lighting needs; (2) enough circuits to 
distribute the electrical load properly ; 
(3) enough switches for safety; (4) 
modern protection for all electrical cir- 
cuits; and (5) wiring and wiring de- 
vices of high quality. 

Plans for an average-priced post- 
war home described in the book include 
18 individual electric circuits to make 
unnecessary any future expensive wir- 
ing additions, and to provide improved 
service from electrical appliances. Wir- 
ing diagrams and a complete floor- 
plan explain why each circuit is neces- 
sary, and how the electrical load should 
be distributed. 

The technical data sheet section- of 
the book includes all specifications of 
electrical appliances and equipment 
which will be available. 

Copies of the new booklet may be 
secured from the Better Homes De- 
partment, Westinghouse Electric & 
Mfg® Co., 306 Fourth Avenue, P. O 

30x 1017, Pittsburgh 30, Pa. 


Westinghouse Electric & Mfg. Co. 


In response to the demands of home 
economists for a listing of the various 
educational materials—publications and 
films—which have been issued by the 
Westinghouse Electric & Mfg. Co., a 
new “Catalog of Educational Ma- 
terials” has been published under the 
direction of Julia Kiene, manager, 
Home Economics Institute of the com- 
pany. The catalog materials are 
grouped in classifications to permit the 
planning of several units of study on 
health, nutrition, cooking, household 
management, care of equipment and 
conservation. 


Crosley Corp. 


” 


“You and I Have a Date, Mister! 
is the greeting of the girl on the cover 
of a new 32-page booklet which Cros- 
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New JUR ELPRESS SHIPPING ESTIMATOR 
SUK 


HOW TO USE THE SHIPPING ESTIMATOR 


1. Find the epprosimete distence. Use map on other side to 
locate shipping and destination points, (or seerest airline 
cities te these points). Pull out sliding pert of estimator and 
wee proper scale (depending on direction in which shipment 
is being made) to determine approximate airline distance 


2. Find the epprosimete tours. Directly under each mileege 
scale is another scale showing the epprozimate hours between 
airport cities. There are separate scales for Eastbound, West- 
bound and North or Southbound shipments. By referring to 
the proper scale you can determine the approximate sir 


Find the epprosimete cost. Re-insert the slide end pull it te 
set the weight of your shipment in the top window 

down to proper distance and J 
cost in the window opposite the distance. 


ley Corp. has issued to tell its dis 
tributors and dealers what it has ac- 
complished during two years of war, 
what it is doing now and, in a gen- 
eral way, what it is planning to do 
in post-war. 

This girl represents the “hundreds 
of women in each community who had 
planned to buy a -major household 
appliance a couple of years ago but 
who have had to get along without 
the new radio, refrigerator or other 
needed appliance” because the war 
came along. She is addressing Cros- 
ley distributors and dealers through- 
out the country. 


Aluminum Company of America 


“Aluminum Imagineering Note- 
book” is the title of a new booklet 
recently published by the Aluminum 
Company of America, which lists 
twelve economic advantages of alumi- 
num: light weight, high resistance to 
corrosion, high electrical conductivity, 
high conductivity for heat, high re- 
flectivity for light and radiant heat, 
workability, non-toxic, strength in 
alloys, non-sparking, non-magnetic, ap- 
pearance and high scrap and re-use 
value. The booklet is profusely illus- 
trated and shows examples of all the 
advantages of the metal claimed 


J. F. Lamb, Universal 
Vice-President, Dies 


Joseph F. Lamb, 69, vice-president 
and member of the board of directors 
of Landers, Frary & Clark died March 
6 at the New Britain General Hospital 
after a long illness. Mr. Lamb was 
admitted to the hospital on February 
25th. 

Mr. Lamb became connected with 
Landers, Frary & Clark in January 
1904 as superintendent of the hardware 
works. He was named general super- 
intendent of the entire Landers plant 
in 1906. 

In January 1912, Mr. Lamb was 
elected a vice-president of the con- 
cern and in March 1918 he was ap- 
pointed to the board of directors, two 
positions which he retained up to the 
time of his death. He was instrumental 
in the production of many new goods 
in the electrical field. 
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AIR EXPRESS ESTIMATOR—Facsimile of the new air express shipping estimator now 
being distributed to shippers. (Actual size: 6'/2 x 3'/."). Operating on the slide rule 
principle, the estimator was re-issued to conform to reduced rates recently made efiec- 
tive. It gives approximate cost for shipments from | to 1,000 pounds, for various dis- 
tances. Copies may be obtained from the Air Express Division, Railway Express Age”cy: 
230 Park Avenue, New York 17, N. Y. 
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Millions saw the royal players 


ELECTRICAL MERCHANDISING—APRIL, 


n this picture, England’s two royal princesses are 
dressed up to play Aladdin and Roxana in a 
Christmas pantomime. 


Millions saw the costumed heir apparent of Eng- 
land and her sister . . . because this picture ap- 
peared in LIFE, the magazine that millions read 
each week. 
To you in the electrical business is it impor- 
tant that LIFE has so many readers? Read 
what J. C. Harding, of J. C. Harding & Co., 
Washington, D. C., writes about LIFE: ‘'To 
my knowledge, not only the majority of our 
customers, but also my friends, are LIFE de- 
votees.”” 


And you can rest assured that what Mr. Harding 
says about his customers applies largely to your 
customers, too. For all across the country, LIFE has 
more readers every week than any other magazine! 


More readers every week than 


any other mag 


1944 


azine in America 
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a 
MADE GOOD! 


Wren Johnny fell into the mud 
puddle he was a sight to behold. But it 
was no tragedy because Mother had 
plenty of clean clothes waiting—thanks 
to the foresight of her Horton dealer who 
had been making regular service calls. 
In these days of irreplaceable laundry 
equipment, customers appreciate the 
extra life and operating efficiency that 
comes from having machines fit as a 
fiddle. 


And it is not only profitable for the 
dealer, but he creates confidence and 


good will—forerunners of future sales. 


Horton employees, for continuing 
excellence in the production of war 
materials, have received a renewal 
of the Army-Navy “E” award, And 
as always they are exceeding War 
Bond quotas. 
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FORT WAYNE, INDIANA 
MANUFACTURERS OF AMERICA’S FIRST AND FINEST WASHERS FOR 72 YEARS 
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Fix ‘Em While You 
Wait in Des Moines 





AKING a leaf from the sidewalk 

superintendents who love to stand 
around a hole in the ground and watch 
work being done, Joseph T. Schilling 
of the Des. Moines Electric Light Co. 
has fixed things so that customers com- 
ing in can wait and watch their appli- 
ances being repaired. 

The idea is to station repair men 
out in the open behind counters where 
the traffic can find a handy place to 
lean its elbows. 

A second innovation consists of 
islands of information, where adept 
veteran ex-salesmen dispense the latest 
knowledge on where second-hand ap- 
pliances may be obtained, where re- 
pairs can be had and all the dope 
possible to guide people in need. 

“The idea is to keep the public used 
to coming in on our floor,” said Mr. 
Schilling. “Our basement has been 
turned over to war workers, all of 
whom are women.” 

Opinion in Des Moines seems to be 
that dealers will broaden into home 
specialty merchants after the war, tak- 
ing the tip from the tire company 
handbooks. Newcomers are likely to 
flood the market after the war with 
cheap appliances at low prices. Old 
dealers will stick to standard lines that 
have supplied repairs to them during 
the war. Thought seems to be that 
the speculative home builder is not 
likely to load up houses with too much 
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Customers are encouraged to stand around and watch while their appliances are 
being repaired. 


as it is too hard to sell and will stop 
sales to people already equipped. 
New methods of distribution are 
likely to come over the horizon which 
will put the retail merchants in a 
much closer price range to the mail 
order houses and destroy much of the 
chain store’s leverage; it is believed. 








UNIQUE SIGN—"The Bendix We Might 
Have Sold You is in the Navy Now” reads 
this unique sign over the storefront of the 
Automatic Equipment Co., Peoria, Ili. The 
sign serves to remind people that they 
better buy when the opportunity arrives. 
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UNIVERSAL MOTOR COMPENSATED 
4 HP 3400 R. PM. TYPE AD 








UNIVERSAL MOTORS TO 


Selection of the right motor to do a particular 
job is only half the problem for many a manufac- 
turer. Then comes the need for building it into a 
housing that can be easily adapted to the product. 


This double problem occurs not infrequently 
in the small motor applications that require the 
ability of universal motors to operate ona-c or d-c. 

Westinghouse Types AD and ADS Universal 
Motors answer these problems. These are built 
in a wide variety of ratings to meet any motor 
need. Moreover, they are available in many 
different housings, specifically designed and 
sturdily built to meet the needs of any special 
housing problem. Or they may be bought as 
parts for assembly. 


PICK THESE MOTORS 


@ Where a-c—d-c operation TYPES AD AND ADS UNIVERSAL 


is desired MOTORS 


e Where compact built-in 


power ‘. tabdad UNIVERSAL—eo-c or d-c 


@ Where there is a wide fre- CYCLES—O (d-c) to 60 (e-c) 
quency range 
HORSEPOWER—1/150 to 1 
e Where high torques and 
high speeds are desirable SPEEDS—3000 to 12000 rpm 





ELECTRICAL MERCHANDISING—APRIL, 1944 


$28 2889 23 3 5 


CYCLE 
M 





o 2 4 ¢ 6 © 2 ww 6 BW © 22 
TORQUE IN OUNCE FEET 


These twin advantages of Westinghouse 
Universal Motors have been proved by literally 
thousands of applications, ranging from hand 
tools to business machines... food mixers and 
vacuum cleaners to motion picture projectors 
and stock tickers... 


ASK FOR APPLICATION HELP 


Small motors have gone to war—some on wartime 
applications of peacetime products—many others on 
specialized war applications. For condensed informa- 
tion on Westinghouse Small Motors, the Westinghouse 
Small Motor Selector (Form B-3075-A) summarizes 
the data presented in these “Torque Talks”. Write 
today for your copy of this helpful four-page aid to 
proper motor selection. Westinghouse Electric & 
Manufacturing Company, East Pittsburgh, Pa. 5.03205 





Westinghouse 


PLANTS IN 25 CITIES... OFFICES EVERYWHERE 
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- LL LET THEM SHAVE WHILE THEY WAIT—A Toledo, Ohio, firm has installed an electric 
=: = wie shaver for the convenience of his service men. Service is a dirty job at best, and the 
\ | | | | fellows like the chance to a quick once-over before going out on a call. Occasional 





customers whittle away their whiskers while waiting as Warren Burwell of Toledo is 
shown doing. 
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Every Hoover Sale 
is a Dealer Sale 


The Hoover Company is proud of the fact that a Hoover 
dealer shares in the profit from every sale of a Hoover 


Cleaner. 


lhe dealer shares in the responsibility for the good 
name of Hoover. He also shares one hundred per cent 
in the sales benefits from Hoover national advertising 
... from the overwhelming consumer preference for 


Hoover Cleaners . . . from the “hundred and one”’ other 
POPULAR WINDOW—One of the most popular windows ever designed and carried 
out by Steve Rhodes of the Pocatello office of the Idaho Power Co. (and he was 
famous for them in the good old days of appliance campaigns) was this display of local 
Pocatello sons and daughters in the armed services. It took a lot of trouble to assemble 
enles aote charted easin. the haatis Gee die comeumnes’s the photographs and to return them again to the relatives, but the interest and good will 
™ © : ee | engendered was beyond computation. Other districts have since copied the idea as 
dollar will see Hoover dealers enjoying the advantages | applied to their own communities. 


advantages that the Hoover franchise offers. 





W hen the war is over, and the competition for cleaner 


of leadership. And they will share in the profits from 


every dollar paid by consumers for Hoover Cleaners. 


Hoover is now entirely engaged in the manufacture 
of war equipment. When the time comes, Hoover will 
be ready with the product and the promotions that will 
make the Hoover franchise, as it always has been, the 


kind that go-getting dealers want to be allied with. 


oe HOOVER 


REG. U. &. PAT. OFF 


~*~ IT BEATS... AS IT SWEEPS... AS IT CLEANS 





THE HOOVER COMPANY 


ij nursery stock, H. N. Duane of Bloomington, Ind., grabbed a vacant store next door 
North Canton, Ohio stocked it up with trees and shrubs, and doubled his business. Stuff not sold was 
Canada: Hamilton, Ontario + England: Perivale, Greenford, Middlesex replanted in the nursery. 


TREES AND SHRUBS DOUBLE YOUR MONEY—Because there are no priorities on 
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* * when Uncle Sam says 


NONE ENT Ze 
BUN DRED 


ST. JOSEPH. MICHIGAN, U.S.A. 
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This 
War Bond’s 
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VOSS WASHER 


“I'll want another Voss when this war is over” 
—that's what Voss dealers are hearing from 
their customers today. Thousands and thou- 
sands of women know what trouble-free over- 
time service their present Voss has given. 
They know their Voss has helped them save 
their precious linens. 









Buy M 
And they know that only Voss has the Electro- Wer ted 
Safe Wringer—the world's safest. Now! 





‘VOSS BROS. MFG. Co. argh gt 
Quolity Washers Since 1876 > PB 





ELECTRICITY 


FOR ANY JOB-ANYWHERE 
r senatiita 











@ For a dependable source of electricity on 
projects remote from commercial power, Onan 
Electric Plants are proven leaders in the field. 
More than half of the Armed Forces’ total re- 
quirements for Power Plants are built by Onan. 


Gasoline driven... ... Single-unit, compact de- 
Ree Sturdy construction....... Suitable 
for mobile, stationary or emergency service. 





Over 65 models, ranging in sizes from 350 to 
35,000 watts. 50 to 800 cycles, 110 to 660 volts, 
A.C.—6 to 4000 volts, D.C.—Also 
dual A.C.-D.C. output types. 















Descriptive literature sent 
promptly on request. 


D. W. ONAN & SONS, 
Minneapolis, Minn. 
3226 Royalston Ave. 





Awarded to 
each of the 
four Onan man- 
ufacturing plants 


| To the 


LETTERS TO THE EDITOR 





Liked Statistical Issue 


To the Editor: 

We believe you will be glad to know 
that I and the other executives ot our 
Company consider the January 1944 
issue of ELectricAL MERCHANDISING 
a masterpiece of reviewing the past 


| and projecting the future in the fields 


which ELectrICAL MERCHANDISING 
covers. 

You will also be glad to know that 
this issue has been of great help to us 
in the preparation of material for use 
in Sales Meetings we are planning and 
for preparing information for our Dis- 
tributors and Trade to help them in 
their Post War plans. 

You can be proud of the job you 
have done in this issue. 

H. J. RorHEeRMEL 

Sales Director 

Water System Division 

The Dayton Pump & Mfg. Co. 


Refrigerator Guarantees 


To the Editor: 

We have read with interest the Ma- 
rietta Radio Supply Company letter in 
the February issue regarding guaran- 
tees on household electric refrigerators. 

From a dealers standpoint, we have 
always felt that guarantees on all small 
household equipment were entirely out 
of line with the amount of money in- 
volved. It seems to us that the retail 
dealer really stands the brunt of these 
guarantees, as we have never found a 
manufacturer that gave adequate help 
in fulfilling them; in fact most manu- 
facturers have built up sizable surplus 
accounts of guarantee funds paid to 
them by dealers when the appliances 
were purchased. 

We would certainly welcome seeing 
all guarantees cut to one year, or even 
better, ninety days the same as an 
automobile. 

W. R. Harpy 
Treasurer 

Arms & Cole 

Traverse City, Michigan 


Plain Serial Numbers 
Editor: 


| have spent 40 years in the appli- 
ance business. I would hate to tell 
you how many years of that time has 
been spent seeking serial and model 
numbers. 

I write to ask you to join me in 
a bit of a crusade to persuade or in- 
duce manufacturers to put the serial 
and model numbers where they can be 
easily found and easily read. 

Every refrigerator should have size, 


| year and model number stenciled on 


the back. This would help users and 
dealers, alike. All other home devices 
that have numbers should in the post- 
war period—have the numbers placed 


APRIL, 


in plain view, easy to find and easy 
to read. And the nameplate should 
show the model number as well as the 
seria] number. 

If serial numbers could be made 
easier to read and placed where they 
could be found readily, it would facili- 
tate business and tend to reduce pro- 
fanity. 

FE. WALKER, vice president, 
Delight Utilities Co., 
Chicago, Ill. 


One Dealer Who 
W ants New Products 
LETTER TO A manufacturer from a DEALER 
Sw: 

Replying to your inquiry of some 
weeks ago regarding shipments of 
washers when present building re- 
strictions are lifted, I should like to 
state that the matter has been given 
considerable thought by the writer 

The most disconcerting thing in the 
whole setup is the apparent plai, to 
resume on previous designs “as was.” 
I have no fault to find with the ma 
chines placed prior to war contracting, 
but much time has elapsed, we have all 
changed our “dreams” as to what 
many of our postwar purchase items 
shall appear and perform like. I real- 
ize that other products and companies 
are planning re-entrance with quite 
similar goods as in pre-war days 
There are some justifying reasons for 
doing so, but it is my own opinion 
that prewar stuff should be discarded 
from our production plans wheneve: 
and wherever possible. It simply is 
not appealing to plan buying some- 
thing which someone else may already 
have bought or enjoyed prior to our 
obtaining of it also. True, a notable 
sum could be saved if previous equip 
ment could again be used for turning 
out production, but— 

There also appears the ogre: A huge 
electrical manufacturer has expended 
vast sums on a fantastic promotion, 
promising the reader untold glories in 
said company’s  after-the-war-to-be 
F.M. radios. This manufacturer also 
produces a sizable quantity of home 
washers, and . . what is there to 
keep this same advertiser from blowing 
the lid off the washer market, espe- 
cially if he were to only slightl 
change from prewar designs and then 


let loose a barrage of “bettered 
washers ?” 

Yes, I look forward to the day 
when I may again sell washers—at 


this new location, but, I am overly 
aware that time has passed, that it 
human to want something newer, and 
different, and possibly better. So 
am very anxious to hear from you 
again when matters are more pro- 
gressed and I hope no effort will !¢ 
spared to make washers even more de- 
sirable than in years past. 


P. M. 
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National Brands are the things in your store that say 


“Hello, friend!” 


ANUFACTURERS have expended billions in 
M advertising and promotion to establish 
trade names that have become household words. 
Among these famous brands are washing ma- 
chines, refrigerators, ranges, toasters and many 
other items that you regularly carry in stock. 

The good will represented by these trade 
names is an asset of incalculable value to the 
producers, distributors and to the retailers. A 
known brand inspires confidence. It insures fast 
turnover of inventory, with protected profits. 

Remember, with so many newcomers in town, 
not every passer-by knows you. But they all do 


know products that have been nationally adver- 
tised over a long period of years. So prominent 
display of nationally-advertised brands reaches 
out and says “Hello, friend”... attracts new 
customers mside your store. 

Long profits on low price merchandise are 
tempting. But, if you are building your business 
for permanence and assured profits, you have a 
tremendous stake—your stock interest in the bil- 
lions of dollars expended to establish these trade 
names, 

Silex is the greatest name in glass coffee 
makers—the coming great name in steam irons. 


THE SILEX COMPANY, Hartford I, Conn., Creators of the Glass Coffee Maker Industry 


41. € X 
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Disposal of Government War Plants and Kquipment 





In the last four years, the Federal Government has 
spent over fifteen billion dollars on war plants — two 
and-one-half times as much as was spent by private 
investors 

Of this fifteen-billion-dollar government invest 
ment, about one-third has gone into facilities for the 
manufacture of aircraft and for ship construction and 
repair; another third has gone into plants for produc 
tion of combat ordnance; and the remaining third 
has gone into a variety of facilities for making syn 
thetic rubber, metal products, machinery, and mis 
cellancous equipment. 

Most of these plants are in industries that are ex- 
panded far beyond peacetime requirements. Further- 
more, their convertibility to other civilian uses will, 
in many cases, be complicated by their specialized 
equipment and layout, by their tremendous size, and 
by their uneconomic location. At the moment, it 
looks as if roughly one-third of the government- 
owned plants and equipment can be converted fairly 
readily to peacetime operation, and will, therefore, 
be easily disposable to private enterprise. 

The discovery of unsuspected uses for war plants 
and equipment may well raise the disposable propor- 
tion to one-half or more. The government, at the 
end of the war, may own about one-eighth of the 
commercially-usable industrial capacity of the coun- 
try. It will be by far the largest owner of machine 
tools; it will own enormous aluminum capacity, mag- 
nesium capacity, many miles of pipe lines, and more 
ships than the entire private shipping industry. 

What the government does with its war plants will 
have a profound effect on the free enterprise system 
and on all workers, employers, investors, and con- 
sumers who have a part in that system. If this prob- 
lem is handled badly, we may find ourselves en- 
meshed in a trend toward monopoly and government 
operation of industry. If the problem is handled well, 
we shall have taken a big step toward freedom of 
action in a competitive society, toward full oppor- 
tunities for business enterprise, toward well-paid pro- 
ductive jobs for workers, and toward a higher stand- 
ard of living for us all. 

Recently, three important events have signalled 
encouragement. They are the report of Senator 
George’s Committee, the Baruch report, and the re- 
port of Senator ‘Truman's Committee. ‘These reports 
are noteworthy for their competent sizing up of a 
complex problem, for their recognition of the major 
responsibility of government in making a successful 
transition to peace, for their insistence on wise policy 
and good administration, and for their genuine con- 
cern that our productive powers be given full oppor- 
tunity in a free private enterprise system. These re- 
ports agree on basic principles and many specific lines 
of action. There are, however, important areas of 
policy formation, organization, and procedure — es- 
pecially in regard to plant disposal — which remain 
to be blue-printed. 

In formulating the policies and practices to be fol- 
lowed in dealing with government war plants, our 
major goal must, of course, be a high level of produc- 
tion and employment in private business after the war. 

Government operation in competition with pri- 
vate employers and privately-employed workers will 
not be desirable because it will make investment un- 
attractive to private capital and will limit opportuni- 
ties for private employment. On the other hand, 
sales to private buyers which result in increasing the 
concentration of industry will also be undesirable. 
We must use this opportunity to strengthen the com- 
petitive enterprise system and to move away from, 
not toward, the concentration of economic power 
in either public or private agencies. 

[fo accomplish these objectives, a program of ac- 
tion such as follows will be necessary 


1. An adequate reconversion organization will be 
needed in the government, but its powers and re- 
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sponsibilities should carefully be defined by Congress. 
Fortunately, an able Administrator of Surplus War 
Property already has been appointed. It will be essen- 
tial for him to work in closest cooperation with Con- 
gress and with the Armed Forces and other executive 
agencies. The Office of War Mobilization, and ulti- 
mately the President, must be responsible for secing 
that the Surplus War Property Administration is not 
sidetracked by the operating agencies and is not 
dominated by their sheer size. Funds must be sup- 
plied generously to the Surplus War Property Ad- 
ministrator, so that he can set up an organization 
adequate to cope with this huge and complex job. 
Business, too, must be generous in loaning top-flight 
executives for postwar government service. 

2. One of the first acts of the Surplus War Prop- 
erty Administration will have to be to assemble a 
complete inventory of government war plants and 
equipment, to make possible the planning and con- 
trol of the disposal process, and to form the basis of 
catalogues of property available for sale. 

3. Cooperation between the executive and legis- 
lative branches of the government will be needed to 
develop at least tentative plans with respect to mat- 
ters of public policy which are of special importance 
to a successful transition to peace. Among these mat- 
ters are the size of the military establishment to be 
maintained in time of peace, the stand-by facilities 
and reserves of materiél necessary for our security in 
case of future war, and our policy regarding import 
and production of synthetic rubber and other critical 
and strategic materials. 

4. The Surplus War Property Administrator 
should obtain from the Armed Forces, acting under 
congressional directives, specification of those plants 
which are needed to supply our peacetime Army and 
Navy and to provide the essential reserve capacity 
in case of war. 

5. The Surplus War Property Administrator 
should select certain war plants as depots in which 
to store the huge surpluses of inventories and equip- 
ment which will have to be removed from private 
and government-owned factories in order to make 
possible their conversion to civilian use. 

6. Those plants which are not desired by the 
Army or the Navy, which are not needed for storage, 
and which clearly will be unsuitable for peacetime 
utilization should be scheduled for dismantling and 
disposal piecemeal. 

7. The two or three billion dollars’ worth of gov- 
ernment facilities intermingled with private plant 
should receive attention with a view to early sale, 
temporary continuance of use under lease, or early 
removal. 

8. The various plants and pieces of equipment 
available for sale to private business should be classi- 
fied conveniently, catalogued, and advertised to 
prospective buyers or lessors. Before the Surplus War 
Property Administrator offers, for private sale, plants 
and equipment not desired by the Army or the Navy, 
he should ascertain whether the plants or equipment 
are desired by other branches of the government or 
by public corporations such as the T.V. A. 

9. Whenever property can be sold at prices ap- 
proximating depreciated reproduction cost, that will 
be by far the best solution. Generous time-payment 
terms should be offered. In many cases the govern- 
ment may be unable to sell the property for repro- 
duction cost less depreciation, for the simple reason 
that no one would think of reproducing it. ‘The prop- 
erty may already be partly obsolete or, because of its 
size, location, or other characteristics, may only be 
moderately well suited for commercial use. This 
should not prevent the government from selling it, 
provided a price which fairly represents the worth of 
the property can be obtained. The best test of that 
worth is the price produced by active bidding under 
favorable market conditions. 





10. When property cannot be sold at a fair price, 
temporary leases with options to buy should be cm 
ployed to get the facilities ito productive use. ‘This 
should not, however, be done on terms which would 
cause unfair competition or create clearly excessive 
capacity in an industry. And the lease must be tcm- 
porary; it must not be the means to prolong govern 
ment control or ownership. 

11. The government should offer the strongest 
possible resistance to local groups or industry groups 
seeking subsidies for continued operation of war 
properties. Subsidies will burden the ‘Iteasury and 
lead to inefficient use of resources. They will be justi- 
field only to maintain facilities needed for national 
security. 

12. The plants and equipment offered for sale and 
lease should include sufficient quantities in small 
enough lots to satisfy the demands from small busi- 
ness. The war has tended to concentrate production 
in larger plants. After the war, we should seek a 
wider distribution of the government war facilities. 

13. Insofar as possible, war buildings and equip- 
ment should be offered for sale in units which can 
be purchased by businesses in peacetime industries. 
Many of these industries have had to get along dur- 
ing the war without adequate replacement and ex. 
pansion, and will be ready to buy if they are able to 
get what they want from the government. This is a 
particularly desirable market for surplus government 
property since these industries are, for the most part, 
not faced with the problems of excess capacity. 

14. Property, such as machinery and other mov- 
able equipment, which is in excess of our domestic 
requirements or is more urgently needed by other 
countries, should be exported. We shall need, and 
can take, large supplies of raw materials in return. 

15. Property which is not needed by the Armed 
Forces, which cannot be sold or leased on terms 
which would be fair to competing plants, which 
cannot be dismantled and distributed piecemeal, 
and which cannot be sold abroad, should be scrapped 
as soon as its non-disposability is apparent. The dis- 
posal of war plants should be completed within 
three to five years. 

16. All negotiations for sale or disposal should be 
matters of open public record. As Mr. Baruch has 
said, the process must be conducted in a goldfish 
bowl. This is as much for the protection of business 
as for the protection of the government. 

These courses of action do not include everything 
that must be done, but they do indicate the general 
lines along which our surplus war plant disposal must 
proceed if it is to avoid precipitating needless transi- 
tion unemployment. 

The gravest danger of all will be red tape, inter- 
governmental conflict, and inadequate administra- 
tion. It would be a great misfortune for the execu- 
tive and legislative branches to quarrel over details 
of organization when they agree on the basic prin 
ciples to be followed in handling the problem. Ob- 
viously, the Surplus War Property Administration 
must cooperate with Congress and look to it for 
— guidance. Just as obviously, the disposal prob- 

em will involve great difficulties of administration 
which must not be complicated by congressional in- 
terference. We shall need the best we can get in care- 
ful policy making, detailed planning, good organiza- 
tion, and courageous action. This is a matter of vital 
importance to every American. The stakes are too 
high to tolerate poor administration or petty politics 





President, McGraw-Hill Publishing Company, nc. 
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He was just a little fellow a dozen 
years ago. 


Too little to know — or care — that even 
as he slept, General Motors men in a dis- 
tant laboratory were putting the finishing 
touches on a special new refrigerant later 
given the trade-mark, “Freon.”* 


Much too little to understand that the real 
reason for developing this new compound 
was the safety of just such sleeping young- 
sters as himself. 


That it was important because it provided 
the last link in perfect safety for home or 
hospital refrigeration, ending even the 
remote risk of toxic harm in the unlikely 
event of leaks in the cooling system. 





*Trade-mark registered. ‘‘Freon’’ is made and sold by Kinetic Chemicals, Ine. 





lot in a lifetime 


He is grown now, and off fighting for his 
country on a South Pacific island. He is 
old enough to know that one of his dead- 
liest enemies there is the mosquito, carrier 
of malaria. 


The interesting thing is that it is “Freon” 
that now comes to his aid. Twice in his 
lifetime, this one result of General Motors 
research is paying off in personal protec- 
tion for him and his kind. 


For when mixed with chemicals to kill 
mosquitoes, this compound makes a new 
and better kind of insect spray. Unlike 
heavier sprays that fall to the ground, it 
evaporates almost instantly, leaving the 
mosquito-killing compounds floating sus- 
pended in the air. 





























































CHEVROLET . 
BODY BY FISHER . 





“Freon” was not developed as a war prod- 
uct. It came about because General Motors, 
seeking to provide more and better things 
for more people, never stopped trying to 
make better refrigerators for American 
households. 


But because it was known and familiar, it 
was available when the war need appeared 
— just as it remains at hand for future 
peacetime developments. 


The idea that built America—the idea that 
men accomplish most when they can win 
a just reward for doing great things — has 
served the country well in war. 


And the same idea will keep on providing 
more and better things for more people in 
a world restored to lasting Peace. 


(cENERAL Motors 


“VICTORY IS OUR BUSINESS” 


PONTIAC . OLDSMOBILE . BUICK . CADILLAC 
FRIGIDAIRE . GMC TRUCK AND COACH 


KEEP AMERICA STRONG - BUY WAR BONDS 
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Jeyond Sperti there are 
tories devoted to pure 
staffed by 


research, scientists 


wholly devoted to exploring new 

fields of knowledge. 
Out of their mature discoveries, 
Sperti will fashion advanced 
products for the postwar world 

products that will bring satis- 
faction to users... satisfactory 
profits to appliance distributors 
ind dealers. 
Incorporated 





, ; : ow ss 
RESEARCH, DEVELOPMENT, MANUFACTURING © CINCINNATI, OHIO 


mn HEATERS 


Wy, 


We 


4 


MODEL 240-U 


CONSTANT LEVEL OJL 
CONTROL 


or easily converted t 


automatic operctior 


@ The A-P Dependable Oil Control illustrated above is one of your 
most vital selling advantages on any oil burning heater. First of all, 
it's a money-maker, for it is a practical assurance of constant heating 
satisfaction . . . the kind that means valuable word-of-mouth adver- 
tising for the heaters you sell. 


@ It is well, for your own future profits, to insist that the oil burning 
appliances you sell come equipped with A-P DEPENDABLE Oil Con- 


trol Valves. 


@ You'll probably want to know more about the exclusive engineer- 
ing features that make A-P control-accuracy possible. Write for 


Bulletin 428-U. 
DEPENDABLE 


fp) OIL CONTROL VALVES 


AUTOMATIC PRODUCTS COMPANY, 2400 N. 32nd St., Milwaukee 10, Wis. 
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Sees 500 FM Stations 
After 5 Post-War Years 


Discussing three big changes which 
he said will take place in broadcasting 
in the United States after the war, 
Paul Chamberlain of the General 
Electric Co.’s electronics department 
told the Canadian Association of 
Broadcasters at their convention in 
Quebec recently that five years after 
the war there will be 500 frequency- 
modulation (FM) radio stations in 
operation, compared with 53 today. 
The U.S. also will have 100 television 
stations at that time, compared with 
9 today, and 50 international short- 


| wave stations, he predicted. 








Wireless FM Stations 


The United States will have “wire- 
less’ FM networks, Mr. Chamberlain 
said. Whereas the use of these wire- 
less networks is limited today because 
of the need for each station in the 








INSTITUTE PRESIDENT—L. S. McCarthy, 


divisional merchandise manager of 


| Woodward & Lothrop, has been elected 


president of the Electric Institute of 
Washington, D. C., succeeding George 
F. Kindley. 





chain to pass the program along to the 
next station, the speaker explained 
that tomorrow’s wireless FM net- 
works will differ in that the relay 
transmitters will be operated on very 
high frequencies. They will be small 
units with highly directional antennas 
located at strategic high points and 
probably operated automatically, he 
said. Such stations in the United 
States may be set up as a public util- 
ity, similar to the telephone system, 
or they may be set up as an auxiliary 
operation of the major networks. In 
this type of wireless network, the 
intermediate broadcast stations will 
not be responsible for passing the pro- 
gram on to the next station, he ex- 
plained. 

The American public after the war 


| will probably consider a radio receiver 


without FM as being obsolete, and this 
will furnish a strong incentive for the 


| purchase of sets with the new kind of 
| reception service included, the broad- 





casters were told. 

About 600,000 FM radio receivers 
are in the service areas of the present 
FM stations, he said, and 50,000,000 
people live in that territory. Cham- 
berlain predicted a production of 
5,000,000 FM receivers for the first 


| full year of production following the 


lifting of all restrictions on manufac- 
turing. At least 15,000,000 FM sets 
should be in the hands of the Ameri- 
can public at the end of five years, he 
explained, pointing out that it should 
be possible to produce FM réeeivers 
with excellent performance to retail 
at $60 based on prewar prices. 
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What’s 


around the 
corner? 


—for Manning-Bowman 
dealers and distributors 





An interesting prospect...very in- 
teresting indeed! For the post-war 
market is going to be a honey. More 
homes than ever before needing more 
new electrical appliances. More hard 
cash to lay on the line. More desire 
for proved top quality backed by na- 
tionally known trade names. 





= 

Manning-Bowman will be ready to 
meet this magnificent market with 
a complete line of household appli- 
ances...a line that will combine up- 
to-the-minute mechanical features 
with painstaking New England atten- 
tion to every detail of craftsmanship. 





And even though production has 
been going 100% to our armed serv- 


ices, this great Manning-Bowman 
line will be ready to go into produc- 
tion mighty soon after the “green 
light” flashes. 





/ 


7 


With such a line PLUS vigorous 
merchandising and advertising sup- 
port...it seems fairly obvious that 
Manning-Bowman dealers will be 
whistling a merry tune of sales and 
profits in the post-war days “around 
the corner.” 


Manning-Bowman 
—Means Best 


MERIDEN, CONN. 
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ON THE TOP OF THE WORLD 


HOFFMAN 


HIS hut is a Navy listening post — 
dug into the frozen turf of Alaska. 


Here in the lonely silence at the top 
of the world our Navy keeps vigil — 
making vital observations and relaying 


them to the center of Navy strategy. 


Prominent in this picture is a Hoffman 


made Frequency Meter justly called the 


EQUIPMENT 


FOLLOWS THE NAVY 


heart of Navy communications. Its ac- 
curacy can be depended upon to one 
hundredth of one percent under any 


climatic condition. 


The devotion of our engineering skill 
to the production of such battle-tested 
radio gear is certain to reflect itself in 
better radio and electronic equipment 


in the post-war market. 


LOOK FOR THINGS TO HAPPEN AT HOFFMAN RADIO 


MANUFACTURERS OF MISSION BELL RADIOS .. 
MITCHELL-HUGHES PHONO-COMBINATIONS . 


oe 


we wt oO - € 


ELECTRICAL MERCHANDISING—APRIL, 1944 


3430 S. HILL STREET ° 


ELECTRONIC At: D COMMUNICATION EQUIPMENT 


LOS ANGELES 7, CALIF. © PR 3446 
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HEALTHFUL LIVING 


4 


THROUGH FROZEN FOODS 





Your Big Post-War 
Sales Opportunity 














































































> Tomorrow's farmer will FREEZE his own foods — right 
on the farm— save time and money .. . and have more healthful 

meal variety at much lower cost— with a new BEN-HUR 
FARM LOCKER PLANT. 

> Ask YOUR farmer friends. You'll find a “Locker 

Plant” ranking high in his post-war plans for home 
improvement. And the new BEN-HUR Farm Locker will be 
ready for him when V-Day comes — and ready to help you to high 

volume sales. 





BEN-HUR MFG. CO. 


634 East Keefe Avenue, Milwaukee 12, Wisconsin 


Today 


BEN 


BACK THE ATTACK with MORE WAR BONDS 
Remember 





oe 
FARM LOCKER PLANTS & 
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DELIVERY ? RATING? 


HERE'S THE INFORMATION ON 
THESE SIGNAL PRODUCTS 


Telegraph and 
Wireless Keys 





R-48 key 


In addition to our government contracts for Wireless 
and Telegraph Instruments we have a factory stock 
of most all of these items for immediate shipment on 
orders with AA-5 or higher rating. 


SIGNAL PORTABLE ELECTRIC DRILLS 


OB-8 light duty %", OB-4 standard duty %" and 
OB-5 standard duty %” ... are obtain- 
able on A-9 or higher rated orders. 







VENT AND EXHAUST FANS 


Ventilating and exhaust fans, available on orders 
as follows: 10” through 16”. Send executed Form 
WPB-1319 (formerly PD-556) to us. 18” through 24” 
—AA-5 or higher rating. 





v-318 


SIGNAL ELECTRIC MFG. CO., Menominee, Michigan 
Offices ia all Principal Cities + 





Freezer Plants and Home 
Heating Post-War Loads 


OST-WAR LOADS which utilities of 
Px Oregon and southern Wash- 
ington district consider will be of im- 
portance include freezing plants, re- 
modeled and enlarged street lighting 
systems and home heating by elec- 
tricity, according to a survey recently 
made by the General Electric Sup- 
ply Co. branch in that area, accord- 
ing to the report recently released 
by C. A. Boring, manager at Port- 
land. 

The importance of the freezer plant 
load was just beginning to be recog- 
nized at the beginning of the war when 
it was curtailed by restriction of ma- 
terials and equipment. At the present 
time every locker is rented and there 
are long waiting lists, which indi- 
cates that considerable expansion is 
due as soon as equipment is again 
available. “Export” of frozen fruits 
and vegetables from the Northwest to 
other sections of the country is also 
expected to become a major industry. 

Home heating by electricity is be- 
ing expanded during wartime on ac- 
count of the shortage of other fuels. 
With the release of great blocks of 
power from the great hydroelectric 
developments of the Pacific North- 
west when wartime shipbuilding and 
other industries are discontinued, it 
is expected that extended home heat- 
ing by electricity will be one of the 
factors to help in taking up the slack. 


Coraire Heater 


To Be Produced 


Arrangements have been completed 
with one of the country’s largest 
fabricators to manufacture the Cor- 
aire heater and production will start 
shortly, according to the Coraire 
Heater Corp., Hanna Building, Cleve- 
land 15, Ohio. All tools, jigs, and 
dies have been prepared, the company 
announced. 

The Coraire heater is a gas-fired, 
grill-type unit which was described 
in the new merchandise section of 
ELECTRICAL MERCHANDISING in the 
August, 1941 issue. Partial removal 
of government restrictions has been 
made on gas heaters for 1944. 
























WESTERN MART HEAD—Succeeding the 
late Harry J. Moore, Frank K. Runyan has 
been elected president of the Western Mer- 
chandise Mart of San Francisco. Mr. Runyan 
was long associated as managing director 
with the Retail Furniture Association of Cali- 
fornia and later became executive vice presi- 
dent of the Mart. He is a director of the 
Gas Appliance Society and the Northern 
California Electrical Bureau. A. Cameron 
Ball, former business manager of the Mart, 
becomes vice president, 
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Res Pes 


We Serwe the Entire USA. 
W/TH A COMPLETE MODERN LINE OF 
SPACE HEATERS 
USING ALL FUELS IN ALL PRICE BRACKETS 

Cole Hot Blast Space Heaters 

have National Consumer Accept- 
ance, Finest Construction, 
Patented and Special New Fea- 
tures. 
Cole Hot Blast Heaters are at- 
tractively priced to compete 
favorably with all heaters on the 
market today. Write now for cata- 
log illustrated in full colors. 


Manufacturers of 


GAS - OIL - COAL 
WOOD HEATERS 


GAS - OIL FIRED 
FLOOR FURNACES 





COLE HOT BLAST 
MANUFACTURING CO. 


3108 W. 51st Street, Chicago 32, Illinois 


Making Friends 
For You... 








©The Everhots 
\you sold yes- 
iter day are 
holding the 
line for you. In 
tthe homes 
where you 
placed them, 
Everhot per- 
formance is a 
firm assurance 
of post-war 
ipatronage. 


The war emergency is teaching people to 
use and depend on Everhots more than 
ever before. Surveys among owners show 
ia constantly expanding use of Everhots 
due to war-time scarcity of other facilities. 
Wholesalers and retailers of Everhot wil! 
reap rich rewards in the post-war marke! 
from the record that Everhot is making 
today. The Swartzbaugh Mig. Company. 
Toledo, Ohio, U.S.A. 


EVERHOT 
PRODUCTS 


ROASTERS..HEATERS.. APPLIANCES 
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“Mr. Hammond, engineering calling.—”. . For almost half a century SOUND SYSTEMS 


. have specialized in industrial communica- 
“Hammond calling Foreman Regan”... . J wiry 
tion. They can now supply you with inter- 


“Regan, plan 6 needs a change — come office and public address systems, radically 
up to my GN o-0 ce ct we sewe different and vastly improved. 

% Minutes saved in every hour add up to The cost is lower than any comparable 

increased efficiency and production in your system. Write for complete information, or 

plant. Top output depends upon prompt if you prefer, a sales engineer will call. 


communication and understanding between 
departments. That’s the job SOUND 
SYSTEMS can do for you. 









= QUND SYSTEMS, INC 
r S 6205 CARNEGIE, Bee 

S nom Ideas ts Action —FASTER 
ES 


PAGE tit 





QUICK SERVICING 


AND GOOD COOKING 
any elecluc lange 







































it’s a CHROMALOX 






. HEATFLO 


150 replacement unit — the electrical 


w 
or it’ 


dealer's answer to all range unit 


wee) Him troubles. 





















EDWIN 


7525 Thomas 


the new 


by Lau 


mounted radiator 














units of equipn 
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| WORLD'S LARGEST MANUFACTURERS OF FURNACE BLOWERS 


one for cooling the generator, 


If you now manufacture, 


commercial or industrial refrigerating, 


LAU BLOWER 
FOR COOLING 


LAU BLOWER 
FOR COOLING 


L. WIEGAND CO. 


Blvd. Pittsburgh, 8, Penn. 


LAU BLOWERS 


specified in 


HOBART 5KW 
POWER PLANT 





4 complete generator in one package, the Hobart 5 KW Power Plant was 
designed for minimum space and weight 


-to be air-borne—to function in all 


climates, under all conditions. Integral accessories include two sirocco blowers 


and another one for cooling the top- 


or plan in the future to design and manufacture 


air conditioning, heating, power, or 


other equipment requiring blowers, blower wheels, propeller fans, or similar 
vent, get in touch with Lau. Whether stock or special sizes may 
be applicable, Lau engineers will be glad to figure with you without obligation. 
Lau equipment is obtainable now on properly rated orders. Write us. 


RADIATOR 


GENERATOR 















Engineers 
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and fabricators of general Air Handling Equipment 
Single Inlet and Double Inlet Blowers 


® Propeller Fans © Accessories 


|; = CONTINUED FROM PAGE 28 


| On The Farm 


Water Means Work 





| pictures, however, is one phase of the 


hardship which results when the motor 
refuses to maintain pressure in the 
water lines to the rearing pens of a 
small poultry farm. Lacking an elec- 


Water load on each trip—capacity is 30 
gallons—weighs 250 pounds, requires care- 
ful balancing. Total hauled up well, carted 
to plants daily, exceeds 1300 pounds. 


would force them 
to curtail production sharply. 

Float-controlled drinking fountains 
1ormally supply water to 10 units each 
carrying 300 chickens from day-old 
age to fryer size when they are mark- 
eted. Although some poultry experts 
gallons per day ample for units 
of this size, experience gained the hard 
way, actually toting pails of water, 
proved to this lad that 300 thirsty 
chickens sometimes consume nearly 
double that amount, provided the water 
is constantly available to them. Since 
he shouldered the water chore for the 
six-week period the motor was at re- 
pair shop, he should know. 


tric water system 


a iil 
State /4 


Doing It the Hard Way 


On an average day, 
wheel-barrowed 120 gallons 
chicken units. Two cows, 


ing and the other a year-old calf, 


—tor 40-odd gallons a day. 
he deadline of an 


regardless of weather. 
the water chore 


during the day, 





returned from a city job. 


APRIL, 











he reports, he 
to the 
one milk- 
tap- 
ped the water trough—put in use after 
their automatic drinking cups ran dry 
Facing 
early school bus, 
two-thirds of this total was hauled up 
the well, carted and distributed through 
the plants every morning before dawn, 
After school, 
as shown in these pictures, he finished 


. Mother pounded a path to the well 
supplying the needs 
of a family of five, another staggering 
total when handled by the bucketful. 
Father took over in evening when he 





More than fifty leading industrials 
recently expressed their willingness 
to cooperate with scientists of the 
medical school of a leading uni- 
versity who for a year have been 
conducting research along physio- 
logical lines. In expressing willing. 
ness to supply information on the 
practical aspects of Verd-A-Ray, 
nearly all voiced praise for the 
product. Medical journals have ac- 
cepted for early publication scien- 
tific papers proving glare reduction, 
relief from eyestrain and improved 
visual acuity where this lamp is 
used in place of ordinary lamps. 


YOU FAMILIAR 
MEW INCANDESCENT 


ARE 
THE 


wiT# 
LAMP 


ES GLARE - IMPROVES ACUITY -RELIEVES STRAIN 


ECTRIC CORP TOLED 


y SAVE EL 











CORY 


policies of quality 
merchandise, and 
price maintenance 
protect your good 
will and profits. 

In a CORY, no metal 
touches the coffee. 


CORY GLASS COFFEE 


BREWER CO., 
325 No. Wells St., Chicago, 10, Ill 


Imagine plenly of 
¢O ahh © on BREWERS. 


a 
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, oe -That’s 
something 


to look 
Tela asiacmi*) 








We are sorry thet 








as we'd like. Howe 
the merchandise 









ere receiving fror 






before the wor. 


CORY queolity- 
good will and you 









: v pendable quolity 
ah CORY Brewers. 
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MONCOR 


Surface Wiring Devices | 


For New Wiring or | 


Wiring Extensions in War Housing, | 
Farm Buildings, Factories 





or Military Buildings 





Approved 
by the 
Underwriters’ 


Moncor Surface Wiring Devices will 
please your customers. They are made 
of brown Textolite, are neat appearing 
and keep their color. They are easy to 
install with BraidX BX. 
Knockouts in ends, sides and backs 
enable them to be end connected, side 
connected 


either or 


(cleat wiring) or back con- 
nected for concealed wiring. 

For further information see the 
nearest G-E Merchandise Distributor 


or mail the coupon. 


Hear the General Electric radio programs: 
“The G-F. All-girl Orchestra” Sunday 10 
PM. EWT, NBC. “The World Today” 
news, every weekday 6:45 P.M. EWT, CBS. 


BUY WAR BONDS 
'_ se se ee oe oe 


General Electric Company 
Section D443-28 

Appliance and Merchandise Dept. 
Bridgeport 2, Connecticut 


Sirs: Please send me information on 


Moncor Surface Wiring Devices 
Name 


Address 


2. =e 


State... 


City mannan 








GENERAL ‘i; ELECTRIC 


Stromberg-Carison 


Arthur F. Gibson has been appointed 
assistant general sales manager of the 
Stromberg-Carlson Co. of Rochester, 
New York, it was announced recently by 


| Lloyd L. Spencer, vice president and gen- 


eral sales manager. 


A native of Rochester, Mr. Gibson 





ARTHUR F. GIBSON 


joined the Stromberg-Carlson Company 
in 1912 as a materials inspector and subse- 
quently held numerous positions in the 
company’s manufacturing division. 

In 1922, he was appointed assistant 
credit manager and in 1929 general credit 
manager of the parent and affiliated com- 
panies. He became assistant treasurer f 
the company in 1940, a post which he still 
retains. 


Gallagher Resigns 
Washer Association Post 


W. Neal Gallagher, president and 
general manager of the Automatic 
Washer Company, Newton, Iowa, re- 
executive 


signed as secretary-treas- 
urer of the American Washer and 
Ironer Manufacturers’ Association, 


effective March 31. He stated that 
increasing responsibilities in his own 





W. NEAL GALLAGHER 


business made it impossible for him 
to continue service in the industry 
post. 

Mr. Gallagher was appointed to the 
Association office in January, 1942, 
following the sudden death of Joseph 
R. Bohnen, veteran secretary of the 
Association. Through the four years 
preceding the appointment, Mr. 
Gallagher held the elective office of 


president of the American Washer 
and Ironer Manufacturers’ Associa- 
tion. Throughout the entire period 


he has been active in the interests of 
the industry, and since the entry of 
the United States into the war has 
cooperated in much work at Washing- 
ton on behalf of the household washer 
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Recognized QUALITY 


Generous PROFITS 


AT YOUR JOBBERS—NOW! 
HILL-SHAW CO., CHICAGO, ILL. 





An Am 
NEW KIND of OIL 





Originated and Pe 
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BURNER 


rfected by ALLEN... 


Ready for Production when WPB says "Go!" 


ALLEN has “something cooking—ready to serve!” It's a radically 


different, improved pot-type 


oil burner ...a burner that operates 


on a new principle and affords hitherto unknown convenience and 


economy in oil heating! 


ALLEN pot-type Oil Heaters equipped with this revolutionary 
burner are sure to have quick, wide-spread popular appeal, with 
exceptionally good profit opportunities for Dealers holding the 


ALLEN Franchise. 





ALLEN is “all set” to produce these epoch- 
making new Oil Heaters in quantity, as soon as 
the WPB gives its “go-ahead”. DEALERS—Don’‘t 
wait—get in line for the valuable ALLEN Fran- 
chise now! Write for details—address Dept. O. 


ALLEN “Twin-Eight"” 
CABINET OIL HEATER 


Two heaters in one cabinet, individually operated. 
Both burners give maximum heat; one unit burn- 
ing saves fuel in mild weather. Allen's Burners 
give more heat, require less draft, cut heating cost 
by burning oil more efficiently. Economically priced. 


ALLE MANUFACTURING 


COMPANY, INC. 
NASHVILLE, TENNESSEE 
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WHERE TO Buy | 


Parts, Services & Accessories 


UNDISPLAYED RATE: DISPLAYED RATE: 


type.) Fractions of a line count as line. Discount of 10% if full payment is made | $12.25 per inch per insertion. Contract rate on request. (An advertising inch is 


$1.00 per line per insertion. Minimum charge $4.00. (First line in small black face 
in advance for 4 consecutive insertions of undisplayed ads | measured vertically %” on one column. There are 4 columns—48 inches to a page.) 


























ONE STOP SERVICE 
WRINGER ROLLS 


. Sell With Confidence—Cost No 
More—Now New Improved 


WASHING MACHINE REPLACEMENT PARTS & SUPPLIES 
Aerobell—Boss—Gainaday—Laundry Queen 
Sunnysuds—Woodrow and Thirty Other Makes 


WRINGER ROLLS—LUBRICANTS—BELTS [i Fins @trnp 
We have a PARTS JOBBER near you 





This Where to Buy Sec- 


tion supplements other 


i (,oodrich 
=f WRIAGER ROL Ii- advertising in this issue 


GUARANTEED 


FIRST TIME OFFERED 


‘ 1251 DUEBER AVE. s.w E nouncements of products 
The FRANTZ MANUFACTURING @ Canton sono esha aiane 


and services essential to ef- 








Address on request. with these additional an- 


NOW AVAILABLE FOR 












































IMMEDIATE DELIVERY . . 
Qur_116-page —__ SPECIALTIES ficient and economical op- 
FREE Catalog. of FREE Electric Mangie Roll Pads and Covers 
‘ : Vacuum Cleaner Bags, Ironing Board Pads 
Washing Machine & Vacuum Cleaner Parts. 4 h 4 Oh . . 

Save mene AK. XK, your supplies | Textile Specialty Co. Ww. Gath, Cleveland, 4 Parts eration, maintenance and 
Quality, Service, Low Prices a — . P 
MIDWEST APPLIANCE PARTS CO. | | NEW ADVERTISEMENTS ne service. Make a habit of 

2722 W. Division St. Chicago, Ill. Received by May 1st will appear in the May Washing : q 
| issue subject to space limitations. " checking this page, each 
Machines 
ONE §S URCE F PPLY | : sos : 
. aia || Your inquiries to advertisers issue. Departmental Staff, 
WASHER & CLEANER PARTS will have 8 ecial value 
Goodrich White Wringer Rolls P ees S. DEALERS 
409 Serouete. anacaoens, \ Minn. “4 you—the yy mE he pe. JOBBER . Electrical Merchandisin 
. » 2, Texas if ve t t dvertise a 
pe —-— raiuo highly ‘this ‘er fence of the, oublication Salesmen wanted g 
‘ou reac s s dve ‘ = 
Wicker to secure more aévertions ana—mase 155 STATE STREET 
advertisers mean more information on more ROCHESTER 4 NEW YORK 
Droducts or better service —more vralue—to YOT’ 























SEARCHLIGHT SECTION 


CLASS-IFIED ADVERTISING 
OPPORTUNITIES: SELLING . . . EMPLOYMENT . . . MERCHANDISE . . . BUSINESS 
RATES: UNDISPLAYED 15 Cents a Word Minimum Charge DISCOUNT of 10% if full payment is made in vertising eqpeering oe on S @ contract basis. 
$3.00. POSITIONS WANTED (full or part time advance for 4 consecutive insertions. Contract rates 4 — 
a jloyment only) % the above rates p AN ADVERTISING INCH 1s measu ih” ver- 
-- inca ee a a oe DISPLAYED INDIVIDUAL SPACES with border tically on s column—4 columns—48 inches 10,» 
- rules for p yO Co) for new vertisements receive ¥ 
BOX NUMBERS—Care of publication New York. ules for prominent display of advertisements. oz tes = A copeee tm Map tasun, gundett to apace 
Chicago or San Francisco Offices count as 10 words The advertising rate is $8.00 per inch for all ad- limitations. 











































































































POSITION VACANT 
ECONOMIST STATISTICIAN, MARKET TTE 
ter divereided line of electrical brodects ona mangers ARE YOU INTERESTED FOR SALE 
or dive e ne of electr products an¢ . . 
services, d to reco d best ed 
in developing markets. In re ply state ‘ase. Manufacturers of Quality Lines IN THE WESTERN MARKET? Well known manufacturer is discontinu- 
training, | experience, Gezere!_ qualt ific ations, The sale and promotion service offered The most economical method for the ing the manufacture of all electrical ap- 
pe le oe ak 0 N Michigan Ave., Chi tengo, Il Til, by our well staffed company operating manufacturer to develop this market is pliances and wishes to sell complete 
—eeeeng. °° ———— with appliance, a — through a reliable and aggressive repre- electric heating pad manufacturing de- 
jobbers and key accounts in Nebraska, sentative. Plan now for intensive post-war 
___REPRESENTATIVES A AVAILABLE lowa, Missouri, Kansas, Oklahoma, and sales promotion in the western states. partment including material and equip- 
WANTED: We wish to contact manufac- Texas. Can produce immediate and Wri mer inf : ment with testing devices. Also will 
,turers of electrical appliances who are now satisfactory results on a commission rite today for further information. give full manufacturing and engineer- 
planning for post war wholesale distribu- basis. If you have need for a reliable . riod { ; as 
Hon Coeremondenet invited Ati state Pur- | | Bout yled'%e Mar"watGet es aes ||| RUSSELL & COMPANY | | ins dota covering « period of 
fora 3, Conn. treet: Hart- | | pleased to negotiate with you. fifteen years experience. Will furnish 
EX illite MANUFACTURERS REPRESENTATIVES 
WANTED—Well established concern, Jack- | full details to interested party. 
sonville, Florida, in wi lesale distribution THE FINEGAN-CAMPBELL co. BO-651, Electrical Merchandising 
interested in post-war wholesale distribut - ° , . 
of heme auoliances, RA aieeteton’s thers. | 1016 Baltimore, Kansas City 6, Mo. 330 West 42nd St., New York 18, N. Y 
chandising, 330 W. 42nd St. Mew Y rk, N Y. | 
SALESMAN WANTED ; / 
SALES PROMOTION MAN wanted: 1 FOR SALE WILL PAY CASH 
mid-western electric utility wants a Sales _ - ae 
> ~~) on man experienced in the pret i FOR SALE—G ng to Hi *r’s Funeral, will for Fractional H-P Motors—any Quantity! 
yn Of sales manuals hart talks, and sales sacrifice 5000 Bulbs, 3 Ve sits, and 12 Volts, 
training. A knowledge of electrical mer > and frosted Buibe 18 W tomy 25 "Watts FRACTIONAL H-P MOTORS always in 
chandising will be hx pfu w. ght, general | 60 Watts and 300 Watts, all Standard Bases, OFFICE AND SHOWROOMS stock—Send for List! ! 
appearance and put a ng ability must Mazd Bulbs 5e eact Minimum rder 
Fp pe average Max mur nm age 4 Splen $2 nt “ ito 5 ~ ens e St  aaate, WESTERN MERCHANDISE MART H. U. MANN 
did opportunity f e righ rey | N. J 1355 Market St- San Francisco 3, Calif. 540 Lake Shore Drive CHICAGO 
state age, tra r experience qualificat r ———— - _—— a 
nd lary. SW 19, Electrical Merchandisit 7 
ts i Hictione Ave, Choa a FOR SALE used Electric Fans (like new) 
. : 9 volts D motors 18 and 20 inate 
blades — short base t u It for factory use. ; 
ees Guaranteed Electric Service Company, 100° | Arthur Swanson and Associates At Your Service . . . 
SALES MANAGER —————— — seceecsaiabeaneten The Searchlight Section is at your service fe 
Energetic man wanted with merchandising ability: WANTED | N D U ST R l AL D ES l G fe bringing business needs or “opportunities” t+ 
exceptional post-war opportunity with highly- the attention ef men «associated in caceutiae 
rates cstabiiched wholesale Chicago distributer of — —_—— - EXECUTING PRODUCT DESIGNS qusnagement, cles end repenstale techntial, © 
elsctrical appliances and radios. Advise past earn- SPOT ASH fo apehart Radio-Ph CTU: a ‘ 
ings, experience, age, refererce. graphs or RCA Vv +H "ete Rew ‘ona FOS POST WAR MANIA ane gineering and operating capacities with the 
SW-648, Electrical Merchandising - considered. Clark Music Co. 540 N. Michigas Ave. Chicego 11, I dustrics served by McGraw-Hill publications. 
620 No. Michigan Ave.. Chicago 11. I. | | & a Y. : _ 
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WASHING MACHINE 
MANUFACTURERS 


PARTS JOBBERS 


We have jobber members located at the various points indicated 
by stars on the above map. Would you like the name and address 
of the one nearest you from whom you can buy repair parts quickly 
for most makes of washing machines? This will save you time and 
enable you to serve your customers promptly. 





Jobbers in the territories indicated by dots are invited to 
become members of the Appliance Parts Jobbers Association. 














with Centialized 


APPLIANCE PARTS JOBBERS ASS'N, Inc. 


A National Organization 
1015 Dime Building 


Detroit 26, Michigan 














Guess you'll have to take that box home un- 
wrapped — We're saving our Paper to help 


PLASTER HITLER 


That merchant has the right idea. His customer can 
get that package home all right without the usual extra 
counter wrapping. 


But our Army can't ship the weapons and the ammu- 
nition and the food our invasion forces need without 


plenty of paper wrapping. 
That's why Uncle Sam is asking you and every other 


storekeeper in America to help save paper in this 
and every other way you can think of. 


Remember, every piece of wrapping paper, ever 
cardboard container you manage to save is so site 
more paper and paper board available to the Army 
and Navy in shipping precious supplies to our boys. 


Get busy today and work out your own paper-saving 
methods — yes, and sell your customers on helping 
you save paper. 


And, last but not least, if there's not a Paper Con- 
servation Committee already organized in your town, 
get together with your fellow merchants and organize 
one. For paper conservation, you can take it from 
the War Production Board and the Army, is one of 
the biggest home-front war jobs and one of the most 
important. 
This advertisement prepared under the auspices of the 


War Advertising Council in co-operation with the Office 
of War Information and the War Production Board. 


LET'S ALL USE LESS PAPER 


Space for this advertisement contributed by ELtecrrica, MERCHANDISING 
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Introducing Lansdell Anderson to catch giant Atlantic tuna, as shown 












































with him above, for a wartime can- 
ning experiment, Anderson received 
the call. First tackling the big fish 
in the Spring in the Bahama Islands 
where he was assisted by Coast Guard 
ind Navy personnel, he next flew to E LE ¢ TRICAL 
Maine for a Fall whack at the migrat- 
ing scl l ols 
His reaction to that tough chore is 
L poser ‘Can you imagine actually 
being paid real money just to go fish- 
ing for big tuna?” he asks. Vol. 71 No. 4 
Publication Office, 99-129 North Broadway, Albany !, N. Y. 
Editorial and Business Offices, 330 W. 42nd St., New York 18, N. Y. 
HOP TALK H. W. MATEER L. E. MOFFATT 
Publisher Editor 
LAURENCE WRAY, Managing Editor ANNA A. NOONE, Home Appliance Editor 
LANSDELL ANDERSON, Associate Editor MARGUERITE COOK, Market Analyst 
HARRY PHILLIPS, Art Director 
W. W. MacDONALD, Consulting Radio Editor 
In 1919. witn $10.000 THEY HAD TOM F. BLACKBURN, Chicago Editor, 520 N. Michigan Ave. I! 
ae Tite = CLOTILDE GRUNSKY, San Francisco Editor, 68 Post St. 4 
SAVED, Frank H Sparks and Q. G. DISTRICT MANAGERS 
Noblitt founded Noblit-Sparks Tne 3-8 fume tote nets OR 
, . . o be evelan =a 
- m ; , ustries to make automobile acces- 
Bounce” Anderson with two giant tuna he ?' ET d é 
hooked off Cat Cay, Bahama Islands. sories. They occupied a corner store- 
room in Indianapolis. Noblitt super- APRIL 1944 
NEWCOMER | tt litorial vised the manufacturing; Sparks d 
4 vil \ ‘ cad Licht ‘ ~ 
A ont Tanai f we handled sales and finances. 
staff, Lansdell And n brings 
alone with him a ca Ltt whe \ a The automobile was becoming the The Run Around Department By L. E. Moffatt pal 
= rage in those days, relates Max Hill 
the sports esk t y newspape! : . ce 7 
for which he a ducted a feature | Me Associated Press, and they rods The Appliance Situation in a Typical Community 
lumn ; oe Oe ete d the boom Noblitt-Sparks now has By Lansdell Anderson 14 
colt f v In his ia ; ; 
assignment i ELectrIcAL M1 nine plants in southern Indiana and A pictorial tour of Red Bank, N. J., and surrounding towns, reveals 
CHAND \ , lid more than $30,000,000 in business what the shortage in appliances and parts means to a typical Ameri- 
ey . a last vear. can community. 
0 1 Ty La ) Lice lll Wal me, . 
> see Pipe \round 1928, Sparks, already a 
then investigated a lead on the ir cease ‘ 
Moo eee ee aene are” millionaire industrialist, began to read Cost of Rearing Children ........................... 21 
sar fl seaaieahy PAE 5 = d 9 ',. books at night. He read Shakespeare; Since family purchasing power of appliances consists of what's left 
when his e€ water system broke Browning. Tennyson but didn’t under- after basic expenses are deducted, this subject should be of interest 
lown, both a ring in this issue Oe wk, fa ae lers. 
ss Re ve A bs Pay tand them verv well T help him he to dealer 
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or how Princess Nausica is helping to 
build post-war washer sales for you ! 


is seems that this Greek princess won her boyfriend by dancing on her washing to 

prove she was just a home girl at heart. To win post-war customers for you, this 
latest ad in the popular series of “Laura Lovell” gossip columns will be seen by 
9,435,420 Americans in The Saturday Evening Post, Good Housekeeping, True 
Story, and Parents’. These ads are keeping women sold on the idea of home washing 
and Lovell-equipped washers. Every ad says, “Order your new washer from your dealer 


now so you'll be sure to get one when they’re on sale again.”’ 


And because a Lovell Pressure Cleansing Wringer helps get clothes really clean, your 
customers are sure to ask for them when they buy their washers. That's why Lovell 


is known throughout the business as the “wringer that helps sell the washer.” 


NINE REASONS WOMEN WANT LOVELL 


1. Modern design. 5. Quick, positive pressure release. 
2. Hand-made rolls. 6. Instant reset lever. 

3. Rustproof steel frames. 7. Automatic drain flumes. 

4. Balanced adjustable pressure. 8. Oilless, soilless bearings. 


9. Automatic safety clutch on DeLuxe Models. 
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Relrigerator Training Given 
~ , oonr a + ° * 
\ew Men—\ew “Users” Guides 
bed ’ . 
\vailable—to Meet Summer's 
Service Needs 
This third summer of war will bring the 
heaviest demand yet for appliance service. 
In cooperation with the National Appliance 
Conservation Program, Kelvinator has 
inaugurated a two-phase program to train 
needed service manpower, and to enlist cus- 
tomer cooperation when service delays are 
unavoidable, 

‘Today service representatiy es of Kelvin- 
ator distributors and zones are conducting 
Service Training Schools throughout the 
country. New men are being trained and 
experienced men brought “up to date” with 
the highly practical, simplified Kelvinator 
traimimng course. 

Practical Service Clinic 
is Part of Every School! 
Kelvinator’s training schools teach two 
phases of servicing. One is the training in 
refrigeration fundamentals—the other is a 
service clinic. In the clinic, servicing tech- 
niques are thoroughly demonstrated, using 
actual refrigerators. 
Training Material Recognized 
is Finest Available! 

The Kelvinator simplified training course 
was first offered last year. Called the most 
valuable service help of 1943 by retailers, it 
wus widely used by prominent utilities, 
technical schools and dealers. It’s factual 
it’s practical—it’s easy to understand. And 
a complete file of bulletins give in detail the 
specific instructions in servicing Kelvinator 
refrigerators and electric 
ranges. In addition, there is 
a” Trouble Shooter’s Guide” 


which is most valuable for 








® Typical Kelvinator Training School 
Covering fundamentals of refrigeration, using train- 
ing course, slide film and actual service parts. 


use as a ready reference concerning the 
more common service difficulties. 


Kelvinator Training Schools 
Held in Every District! 
Kelvinator Service Training Schools are 
being held in most key points throughout 
the country. 

For information as to the dates in your 
locality, contact your local Kelvinator dis- 
tributor or zone. If no school is scheduled 
convenient for your men, they will be more 
than willing to form a school wherever at- 
tendance warrants it. [tis Kelvinator’s sin- 
cere purpose to help every dealer and service 
organization solve the manpower shortage 
and servicing problem. 


New “ Users’ Guides” Made Available! 


In an effort to conserve the 
valuable time of service men, 
Kelvinator has prepared two 


new “Users”? Guides.” one 


@ Typical Kelvinator Service Clinic 


Where servicing techniques are thoroughly 
demonstrated, using actual refrigerator. 


covering electric refrigerators and the other 
electric ranges. Each tells how to keep the 
respective appliances operating efficiently 
—how the user can diagnose minor troubles 
and make adjustments at home until a 
trained serviceman is available. 





@ Complete Kelvinator Material 
for Every Service Need! 


Kelvinator’s “Simplified Training Course for Refriger- 
ator Men,” the “Trouble Shooter's Guide,” and the new 


“Users’ Guides” covering both refrigerators and electric 
ranges, meet every serviceman’s need. See your local 


Kelvinator distributor or zone for complete information. 


The men and women of the Propeller Division of Nash 
Kelvinator Corporation have been awarded, and 
proudly fly and wear, the famous Army-Navy ‘"E" for 
\ High Achievement in War Production. 
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